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CVUNE MANNEQUINS 


NEW 


SECOND FLOOR OF FASHIONS 


Like many other leading stores, the D. H. 
Holmes Company of New Orleans uses a lot 
of display’s best. Throughout this outstanding 
store and particularly in their lovely new 
second floor (where fashion’s latest favorites 
can always be found) merchandise is dis: 
played the KORRECT-WAY. And there’s o 
reason — for KORRECT-WAY’S Mannequins, 
Forms, Racks, Metal Fixtures, Wood Dis- 
players, Plastic Creations, Chrome Furniture, | 
etc., do something for the merchandise shown \ 
thereon. In your efforts to build confidence, 
prestige and sales — why not take a tip from 
the leaders? Learn more about this KORRECT- 
WAY~plant — where every order is backed 
by more than three decades of honest deal- 
ing with America's leading stores and scores 
ies of experienced craftsmen, proud of their trade 
and work. Your inquiries will be promptly 
answered — without obligation. 
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DURABLE Rubberlite Men’s Manne- 
quins designed by Irwin G. Culver are 
truly the class of the men’s garment- 
fitting world. 


There are eleven models to select from 
—and not a “weak sister” among ‘em! 


Write for complete set of photos and 
the “FIFTY POSES” Chart which sug- 
gests at least five times that many 
positions. Write today to 


Durable Displays, Inc. 


2010-18 S. Halsted St., CHICAGO 
4 W. 37th St.. NEW YORK 


It is indeed significant 
that Mr. William Camp- 
bell of CARSON PIRIE 
SCOTT & CO. should 
select DURABLE Rub- 
berlite mannequins for 
their now nationally 
known ‘’OPENING 
NIGHT” windows. 


Nor was Carson's con- 
fidence in the least mis- 
placed — for DURABLE 


Rubberlite mannequins 


manage to steal the 
show in every well- 


planned display. 
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OUR NEXT ISSUE I940 THE COVER 


Once each year it is DISPLAY WORLD's "Display, even though seldom properly credited By J. E. Vent, The Rike-Kumler Company, 
privilege to bring you the Annual Display Re- by the retailer, has shown progress greater than Dayton, Ohio, this charming window was one 
any other promotional form of advertising. To con- 
vince yourself, one has but to compare copies of 
: : ig the other forms of earlier years with those of today 
“ and we believe it is to be the most and contrast displays of yesterday and now... . of pastel green, one of orchid-pink, and so on. 
interesting and complete ever published. Lit, If and when display is recognized for its real pres- The merchandise in each case was spotlighted 
erally dozens of comments, predictions, and ent-day value, then and then only will it cease to 
constructive criticism by leading retailers, dis- be thought of as printed advertising's stepchild 
playmen, and the like will be well worth looking rather than its original relationship as the father 
for—and all this in addition to the regular of all advertising.’ . . . George Westerman, Com-  Vent's displays and discussing the operation of 
features. monwealth & Southern Corporation, Jackson, Mich. his department will appear in an early issue. 









view and Forecast. The eighteenth edition of of a series featuring pastels. The general 


this valuable Review is scheduled for the Janu- 





effect was one display of pastel blue, another 







in white. The window drapes are of white silk 






velvet. . . . An article showing a number of 
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With the increasing attention given to 
terior display during the past few years 
come a noticeable tendency to use a grea 
number of display mannequins on practica 
all floors. Store after store has fallen 
line, particularly those which have remode! 
or rebuilt. The result in each case | 
been a pleasing one. The display departm« 
is able to show more garments as they a 
actually worn—a fact appreciated by bot 
buyer and customer—and sales have be 
stepped up on the featured merchandis: 
The ability of the mannequin manufactur 
to supply figures capable of natural pos: 
and with a flair for the dramatization 
apparel has been a large factor in this cur 
rent display trend. 

One of the latest well-known firms t 
make lavish use of mannequins in conne¢ 
tion with its interior display is the D. H 
Holmes Company, New Orleans, for which 
J. E. Bertoniere is display manager. Al 
Ways an aggressive user of display, the stor: 
has mannequins’ distributed profusely 
throughout its new “Second Floor of Fash 
ions,” ably supported by living models who 
move among the shoppers and describe th 
apparel and answer questions. Three photo- 
graphs of the new fashion floor are seen 
here. 

From the floor’s central promenade, as 
portrayed in the center illustration, the 
store’s patrons gather in a series of shops 
which house various types of merchandise 
On one side is the Junior salon and the 
Budget shop. On the other side is the Cir 
cular salon (first photograph) and the Coat 
salon. All of these shops open on the main 
promenade, thus creating an added effect of 
spaciousness, although each unit is complete 
in itself. Behind the shops are a number ot 
functionally designed, streamlined offices 
for a part of the Holmes personnel. A mod 
ernistic stage, pictured in the third photo 
graph, is located at the far end of the prom 
enade and is used as a perfect setting fot 
stvle shows. The floor’s facilities for such 
occasions can provide comfortable seating 
for approximately 1,500. 

Also located on this second floor, in close 
proximity to the selling area, is Holmes’ 
bridal secretary. Brides-to-be pass through 
a door opening off of the Circular salon 
in order to keep appointments with the sec 
retary. 

The lighting arrangement is probably on 
of the finest ever developed for store uss 
It consists of a combination of fluorescent 
spot and indirect flood lighting. Under the 
uniform, shadowless rays produced by this 
arrangement, colors and patterns are said t 
be as visible and clear as if viewed under a 
midsummer sun. 


—Three views of the new "Second Floor of 
Fashions" at the D. H. Holmes Company, New 
Orleans. Note the lavish use of display man- 
nequins. . . . (Photographs by courtesy of 
Korrect-Way Display Products, St. Louis, and 
Gulf States Display, New Orleans)— 
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In planning any new battery of display 
windows it is the job of the display manager 
to see that they are done correctly to best 
fit his needs and with an eye to the future. 
So when Robertson's launched its $250,000 
expansion program, which included a new 
store front as well as a new main floor and 
many other interior projects, the display de- 
partment was determined to get what it had 
long desired in a window front. 

It was determined to get rid of the three 
great robbers of time in window display 
set-ups: first, lack of flexibility in back- 
grounds; second, lack of overhead ceiling 


4 


fixture 
These 


support; third, lack of suitable 
space behind the display windows. 
three “saboteurs” cause display departments 
unnecessary extra hours of labor, but they 
were given an awiful set-back as Robertson's 
front became a reality to the people of 
South Bend. 

Perhaps nowhere in the country in any 
store can an 18-foot 
into two 9-foot 
thirty seconds. 


window be changed 
display within 
The writer, months ago after 


windows 


much study and experiment, devised a track 
system using heavy duty rods (which were 
made up specially at the factory) to make 
possible the division and opening-up of the 
dsplay merely by ‘pulling a cord at each end 
ot the display window. The two curtains on 
the inside center traverse in front of those 
on the end, opening the window to a full 
18 foot The divider in the 
and is the final 


size. center is 


detachable, operation in 

—The four 18-foot display windows of the 

remodeled Robertson's can be converted into 

eight 9-foot windows in less than half a minute. 

The article describes the mechanics involved in 

this innovation which makes the windows com- 
pletely flexible— 


FrSrtLaAaVvY WORD 


Windows Ihat Divide 
in thirty feconds 


By FRANK G. BINGHAM 
Robertson Brothers, South Bend 


dividing the window. details 
and where this can be purchased will be 
gladly given to anyone who will write me 
to that effect.) 

For an example of the time saved, let us 
imagine a displayman in each of the four 
large windows which are open to full size. 
At a given signal each man pulls a cord on 
the south side of the window, which imme- 
diately swings a curtain in place dividing 
half of the window on the south. He then 
steps over to the north side and pulls an- 
other cord which swings the other drapery 
in place. He snaps the divider in position 


(Complete 


in the center front. The four large displays 
become eight smaller units in less than half 
a minute. 

I might add here that the day for dirty, 
wrinkled muslin curtains in front of the 
glass while displays are being installed are 
now gone torever at Robertson's. Across 
the bottom of the “Structural Bend” 
ance is a traverse rod which has a balloon 
silk drapery; by 
the windows quickly and presents a fine ap- 
pearance from the street. The drapery ma- 


val- 


pulling cords this closes 


terial disappears behind the curtain on the 
end of each window when not in use. 

The second robber of time is lack of over- 
head support which | 
completely here 


ceiling believe was 


solved and has already 
proven its worth in a number of cases. To 
illustrate this, | present a shoe display that 
was installed with what material remained 
from the ceiling. This ceiling, 9 feet from 
the floor, completely covers all the windows 
It is made of 1%4-by-3%- 
together in 10-inch 
three 
and any number of display ideas can be sus- 
pended from it as the shoe, apple, and stove 
displays illustrate. 
fects can also be employed and_ spotlights 


across the front. 


inch material notched 


squares. It will easily support men 


Many novel lighting et- 


can be fastened from any angle on the ceil- 
ing. The ceiling in this case becomes even 
more valuable than the floor for novel dis- 
play selling ideas. 

The third and last robber of time I men- 
tion here is the lack of fixture space at the 
point behind the 
dow. In our case our display department is 

[Continued on page 31] 
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Santa Reigns Supreme 
In Los Angeles 


By HERB CROSS 


"Dick'' Whittington, Photographers, Los Angeles 








Downtown Los Angeles was lavish with 
its holiday spirit as it once again received 
the jovial greetings trom that ubiquitous 
gentleman, Santa Claus. A gay Christmas 
parade beneath a heaven of sparkling lights 
held a huge mob of shoppers spellbound. 
When the final extravagant float passed, the 
crowd reviewed an even finer show in the 
window displays which lined the streets. 
Displays that had young and old wide-eyed 
as they watched their story book scenes 
come to life... exhibits which obstructed 
traffic and saw hundreds of faces pressed 
against glass. There were more red paper 
chimneys and tinkling bells than a small 


boy could count, and the perennial electric 
train windows found father and son pushing 
and shoving for a better view. The Los 
Angeles Christmas season was under full 
steam. 

Charles Borum, Desmond’s-Wilshire, com- 
bined the Christmas season with Palm 
Springs fashions as he brought desert pas- 
tels to his corner window display pictured 
at the upper left. Four mannequins were 
used in the window. This series was par- 


Pp 








ticularly noticable as the Christmas then 
was entirely Californian in its manifest: 
tion. The featured outfit was worn by 

mannequin seated within a large wreat 
made of orange blossom petals. Orang 
lights were wired to the wreath and wer 
painted to resemble the real fruit. Th 
wreath also supported numerous small 
displays of jewelry and perfumes whic! 
were attached to the circular form. On the 
platform beneath the wreath a cart of gifts 


had been overturned, strewing merchandise 
on the floor. The cart presumably had 
struck one of the most famous of desert 
flora, the century plant, as a reproduction 
of the plant appears to be bent under the 
cart’s weight. At the left of the display 
was a smaller showing of women’s lingerie. 
For the past few years, during the Christ 
mas season Desmond’s has used miniature 
Santa Claus in various characterizations as 
an added novelty in their displays. The fig 
ures can be seen in several windows with 
different actions. In this window Santa 
Claus wears a Mexican sombrero and is 
astride a burro. The burro pulling a cart 
full of gifts fits into the Palm = Springs 
atmosphere and lends a bit of humor to the 
setting. 

A very exclusive Wilshire boulevard stor 
had as its window theme “Give with Pride.” 
The feature in each of these delicately han 


—Upper left, by Charles Borum, Desmond's- 

Wilshire. . . . Center, from an exclusive Wil- 

shire boulevard store. . . . Left, by Roy Stew- 

art, Barker Brothers. . . . (All photographs 

by courtesy of ''Dick'’ Whittington, Photog- 
raphers, Los Angeles) — 
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—Right, by Harvey Pettit, J. W. Robinson 
Company. . . . Center, by Carl W. Ahlroth. 

. . Below, from a well-known Los Angeles 
store— 


diced windows was a plaster character his- 
torically referred to as a “Blackamoor.” In 
this display he appears in a white gondola 
with an oar in one hand, displaying laces 
and jewelry with the other. He is artistically 
carved and painted and wears a_ plumed 
turban. The floor of the window was highly 
polished to give the appearance of water. 
The boudoir merchandise which the figure 
presents is carelessly thrown, for display 
purposes, to the floor. These blackamoors 
were to be seen in an assortment of activi- 
ties in the windows. In one window two 
of them carry on their shoulders a hamper 
overflowing with gifts. In all cases the men 
had a big smile on their faces as they “Gave 
with Pride,” as any purchaser of gifts in 
that store would do. 

J. Roy Stewart, Barker Brothers, did not 
neglect the Christmas season when he came 
out with a fine new series of furniture win- 
dows. Glassware was the merchandise shown 
in the window pictured here (third photo- 
graph), but the background was the primary 
display interest. It consisted of a silvered 
star set out from a deep blue wall with a 
soft light coming from behind the. star. 
Strips of cardboard flaked with flitter were 
caretully placed to simulate beams radiating 
from the star. From the center of the ceil- 
ing a 12-inch Christmas tree ornament re- 
flected the entire contents of the window. Be- 
hind the window glass was constructed a 
wooden tramework to make the window 
seem more compact and intimate. A large 
wreath and several small displays were at- 
tached to the framework. 

There was never a dull moment at J. W. 
Robinson’s as the mechanical window dis- 
plays by Harvey Pettit brought forth a 
steady flow, of laughs and comments from 
the shoppers. The window illustrated here 
shows a giant Santa Claus sitting upon his 
massive throne, surrounded by admiring 
child mannequins and many toys. Just Santa 
alone in such a setting would have been 
sufficient, but Pettit wanted movement; con- 
sequently Santa slaps his knee resoundingly, 
his mouth opens and closes, and his body 
shakes—all synchronized to a recording of 
uproarious laughter that is broadcast to the 
watchers on the street. 

A corner window at the same store struck 
the Christmas theme from a different angle 
and was also very effective. The scene was 
the Nativity, with the Christ Child asleep 
in a manger surrounded by shepherds, 
cherubs, and gentle barnyard animals. The 
figures were made of plaster and had a soft, 
velvety appearance. To give an idea of the 
minute detail in this window we mention 
that a tiny neon tube formed a halo around 
the child’s head. The illumination of eve- 
ning blue varied in intensity and lent an 
air of quiet reverence to the setting. In the 
sky above the manger glowed the only white 
ight in the window—the star of Bethlehem. 
Soft music was playing continuously from 
loud speakers above the window. 

Dedicated to the tots, but attracting an 
equally large share of adults, is May Com- 
Pany’s Broadway corner window in which 
[Continued on page 35] 
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Christmas Stage Is Set 
By Chicago Displaymen 


Merry Christmas is on its merry way! 
State street is alight with stars and the 
stuff from which dreams are made 
everywhere there are candy canes and toy- 
land trains, puffy little snowmen with shoe- 
button eyes, clowns and trumpets and tea- 
pots and crumpets while the jingle bells 
Everywhere there is cellophane 
red ribbons, 


jingle on! 
snow and tinsel and taffy 
Scrooges, carols, sleighing songs, reindeer 
running rampant. Little houses with marsh- 
mallow roofs stand ‘neath chocolate trees, 
and electric moons are winking down on 
tiny tin boys on skis. Bundles and boxes 
go bumping along and shoppers are shoul- 
der to shoulder; the weather grows just a 
bit colder, street lamps glisten, lights are 
a-twinkle. Merry Christmas is on its merry 


way! 
Traffic is terrific before the tiny-tot win- 
dows up and down “main street.” “Join the 


Toy Parade for a Circus of Fun” read red 
and white twin posters before a_big-tent 
scene arranged by Arthur Fraser, Marshall 
Field & Co. Upon a gaily painted stage (not 
illustrated here) backed by pale blue crushed 
velvet curtains and the traditional red velvet 
and gold braid drop are three life-size me- 
chanical bears engaged in playing a violin, 
accordion, and bass fiddle. Round and 
round on a turntable level with the floor go 
a dainty plaster ballet dancer in a spangled 
bodice and pink and mauve ruffles, kicking 
up her pretty red shoes and bouncing her 
long painted cap-feather of tin. Following 
behind her are two papier mache poodles 
and a police puppy balancing themselves 
a-top striped wooden balls some 2% feet in 
diameter. In each of the two far corners 


By KENDALL HULL 
F. A. Kuehn & Co., Chicago 


of the window, a trio of wooden clowns 
turns in a humorous balancing act, the top 
fellow waving a high silk hat, the strong 
man on the ground rolling his eyes and 
wriggling his brows apprehensively. 
Spectacular is the dramatic tableau of the 
Nativity presented by Display Director R. R. 
Jericho, of the Boston Store. <A still of the 
full-size action figures in their impressive 
setting is shown at the lower left. While a 
record of the story of the birth of Christ, 
accompanied by the traditional sacred music 
is heard by the crowds pressing about the 
window, the shepherds watch their sheep and 
converse, the three wise men, garbed in 








colorful satin robes, offer their gifts, and 
the angels hover over the straw-covered 
section of the stable which resembles a 
small stage. Behind a purple gauze curtain 
are seen the figures of Mary, Joseph, and 
the Babe in the manger. Painted back 
grounds and changing lighting effects to 
suit the mood of the story add greatly to 
the presentation, which lasts for ten min 
utes. Red velvet curtains close upon thx 
set and reopen when the tableau is to be 
repeated. 

One of the most effective holiday display 
jobs in the Chicago area can be seen at 
Marshall Field’s Evanston store. Arranged 
by Del La Sage to tell the story of the Old 
English Christmas, four large figures of 
Dickens’ characters, twenty expertly de 
signed Old English street lights, and soft 
pine boughs arching across the main aisle 
of the store create an atmosphere of pleas 
ant, restful beauty. The cast figures, stand 
ing 71% feet high and done in old holiday 
colors, flank the center aisle. Pine scent 
sprayed onto the boughs each day, adds a 
delightful fragrance to the atmosphert 
Three of the figures are pictured here. 

Outside, Le Sage has introduced some 11 
tensely interesting touches, too. The floors 
and panes of the windows have been mad 
festive with flannel snowflakes. Impression 
istic pine boughs have been made from split 
bamboo, dyed green, and made to the speci 
fications of Le Sage, as were the old-fasl 


—Upper right and center, by Del La Sage, 

Marshall Field & Co. (Evanston). . . . Left, 

by R. R. Jericho, The Boston Store... . (All 

photographs by courtesy of F. A. Kuehn & Co., 
Chicago) — 
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—Right, by Michael Michele, Saks-Fifth Ave- 

nue. . . . Center, by Les Barofsky, Morris B. 

Sachs. . . . Below, by William Cahill, Gold- 
blatt's State street store— 


ned lanterns which hang in the windows. 
ie panel shown here sets off a model in a 
charming dinner frock, beside a _ cocktail 
table. Santa Claus hands hold a holiday box 
bearing the words, “Her Gift.” Christmas 
tree tinsel completes the decor. 

“In the Persian Manner” ran the legend on 
a gold-backed poster in a window of Gold- 
blatt’s State street store, arranged by Wil- 
liam Cahill, new manager of displays. Three 
mannequins in dramatic dinner costumes 
were arranged about an exotic group of per- 
fumes, slippers, headdresses, and things that 
glitter in the night. Mounted on a decora- 
tive doorway panel at the rear, a white 


horse’s head was strongly spotlighted and 
chiffon, caught upon a festooned pole, were 
bathed in lavender and purple lights. 
window is pictured on this page. 


The 


Michael Michele, Saks-Fifth Avenue, re- 
cently did nice things with a collection of 
feminine whimsies. Upon a foot-high cir- 
cular platform, draped with fringed velvet 
he placed an animated-looking white hobby 
horse with feather-boa mane and tail; be- 
hind him pretty mannequin in an 
exquisite house robe. A suspended jewelled 
held a velvet lounging 
satin slip. Reflected in a framed 
mirror at the platform 
jewel cases, slippers, perfumes, and an over- 
night A boudoir pillow at the front 
completed the display, which 


stood a 


chain gown and a 
dainty 
rear of the were 
case. 


was effectively 


lighted with backstage spots. The window 
is pictured here. 
Les Barofsky of Morris B. Sachs sets off 


Winter coats with a large be-ribboned holly 
Wreath—framing, in shadow-box manner to 
permit illumination from the rear, an old- 
tine winter A plaster plaque below 
the picture is dated 1790. 
nequins that dress the window is seated upon 
a red and The 
wn here, is one of a series depicting dif- 


scene. 
One of two man- 
window, 


white chimney. 









DISPLAY WORLD 


ferent periods in American life. 

The following displays are not pictured. 

Display Director J. R. Cooper, Mandel 
Brothers, presents a miniature village with 
the townsfolk going about their daily tasks, 
walking in and out of the steepled white 
church and window shopping before Far & 
Thomas Dry Goods Store, the Gift Shop, 
T. Jones and the drug 
Round the residence in town, a red 
brick structure with a_ pretentious stable 
and surrounded by a white iron fence, drives 
a horse-drawn carriage. Down the hillside, 
steeped in snow, glide a half dozen pink- 
cheeked skiers and boys and girls on sleds. 
Skirting the edge of town an old-time en- 
gine and a train of tunneling 
under a wooded embankment to reappear 
again on the other the hill. An 
invitation to visit toyland is painted on a 
guide post. Day comes and goes, the lights 
come on in the houses and the train and the 
scene is flooded with blue moonlight. And 
over all a life-size Santa Claus in a loaded 


Groceries, store. 


finest 


Cars goes 


side of 
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sleigh hovers in mid-air, his reindeer pranc- 
ing before him. 

J. W. Campbell, Carson Pirie Scott & Co., 
has also gone in for “small scale” exhibits in 
A bewitching rural winter scene 
“Come See All the 
Exciting Surprises in Carson's Toyland and 
Get Ready for an Old Merry 
Christmas” as the legend in the window 
Against an effective painted back- 
drop, depicting snow-capped mountains and 


a big way. 
arouses the desire to 
Fashioned 


suggests. 


a graying sky, a realistic succession of hills 
and valleys has been built and there is a 
plentiful supply of snow and evergreens for 
The 


with 


atmosphere. whole is a sort of four- 


centering about 
the ski jumpers racing down the mountain 


ring circus, interest 
side at rear, upon the turning wheel of an 
old mill, the blue glass pond alive with 
whirling miniature skaters, the old-time 
horse-drawn sledge in the process of being 
loaded with upon the 
bob-sled outdoor en- 


sacks of wheat, and 


run where groups of 


thusiasts are whizzing down and around pre- 


carious curves. Blue floods playing upon 


the scene add a feeling of clear coldness 
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An almost Dickinsonian Christmas spirit 
is pervading “The Avenue.” This unrolling 
panorama of traditional symbols of the sea- 
son, as created in display settings, fosters, 
at least in our own beloved nation, “good 
will toward men.” 

\ll the embellishments and tinsel, Christ 
mas trees resplendent in their multi-colors, 
the perennial return of the reindeer for this 
singular holiday, the rotund and always jolly 
Santa Claus; giant giit packages, extrava 
gant wreaths and garlands of Christmas 
greens, immense candy canes, carol singers, 


pine boughs, the inspiring symbols of the 
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Familiar Christmas themes 
A La New York 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 





nativity, Christmas bells, fascinating toys- 
all these gladden the hearts of the young, 
and for the older ones, creates a nostalgia 
for the old-fashioned Christmas. 

Equally alluring, and interspersed with 
the holiday displays, are the tropical vistas 
for those anticipating migration to warm 
climates. Fish nets, bamboo, hibiscus, bou- 
gainvillea, coral, sand—all these have been 
delightfully enchanting 
backgrounds to project colorful Southern 


interwoven for 


fashions. 
The head of a reindeer occupies the cen- 
tral point of display in a holiday gift win- 
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dow of Ovington’s (right, center). Designed 
ot white plaster and studded with colored 
glass stones, his natural grandeur is accen 
tuated by the snow-tipped pine boughs sug 
gesting antlers and giving an aura of opu 
lence quite in keeping with the many pieces 
of silver presented. The boughs are hung 
with green, red, and blue Christmas tre: 
balls, a cluster of these also shown with the 
ribbon swags carried from the backwall and 
around the neck of the reindeer. The moire 
ribbons are in chartreuse, red, and white 
and the backwall and cubes are finished in 
purple with gold spatterdash. “Ovington 
makes this Christmas the most enchanted 
ever, with lovely gifts to delight the host 
ess,’ reads the copy used by Display Man 
ager Al Jennings for this window. 

Fantasy materializes into realism in a 
series of windows (below) at Lord & Tay 
lor’s, where Display Director Dana O'Clar 
again scores a success in an utterly charm 
ing continuity of a family’s Christmas. The 
illustrated “chapter” of the tableaux depicts 
the happy realization of the long looked fot 
presents having just been opened. The red 
stockings filled by Santa Claus are still hung 
against the simulated fireplace, making the 
background, and banked with Christmas 
The living room is literally ovet 
flowing with gifts for every member of the 
family, each individual posed in characte 
istic early morning demeanor, including thi 


greens. 


little one hugging his handsome grand 


—Upper right, by Haslett Glazebrook, De 
Pinna. Left, center, by James Gosling, 
Franklin Simon's. Right, center, by Al 
Jennings, Ovington's. . . . Left, by Dana 
O'Clare, Lord & Taylor. . . . (All photographs 
by courtesy of Virginia Roehl Studios, New 
York City— 


DECEMBER, 194) 










































ful 
as 


sky 


evi 


One 


got 
the 
and 
the 
fan 


opp 
ran 


ligl 





DECEMBER, 1940 


—Right, by Stanley Fort, J. & J. Slater... . 
Senter, by Sidney Ring, Saks-Fifth Avenue. 
. . Below, by Carl Adler, Wallach Brothers— 


mother, who has apparently been very gen- 
us. “When what to my wondering eyes 
suuld appear” makes the title of this 
ne. 
\n earlier chapter of the depicted Christ- 
as story shows the little ones in their 
night robes going up the stairs after “The 
stockings were hung by the children with 
care”... and in an adjoining window, the 
children are shown leaning over the banis- 
ters “in the hopes that St. Nicholas soon 
would be there.” In another scene, St. Nich- 
olas with his huge pack has actually arrived, 
while a setting is also given to the parents 
trimming the tree. In an adjoining win- 
dow, “the children were nestled all snug in 
their beds, while visions of sugar plums 
danced in their heads”’—the nursery dene 
in the most delicate pastels and with fanci- 


ful sugar plums dancing on the baby’s crib, 
as though literally taken from Tschaikow- 
sky’s “Nutcracker Suite.” 

True hospitality and family spirit were 
evidenced at the Christmas dinner table, 
one of the young diners as usual] having to 
sit on telephone books while another has 
gotten out of his chair and is partially under 
the table looking for his new puppy. Father 
and mother drink toasts to each other over 
the heads of the many little members of the 
family. 

This stretch of windows gave a marvelous 
opportunity for a display of the widest 
range of gift merchandise, as well as de- 
lighting the constant crowd of potential 
customers gathered around each window. 

The Lord & Taylor corner window truly 
captured the singular peace and beauty of 
the atmosphere associated with the night of 
Christmas eve in a setting of pine trees 
against a night blue sky with the evening 
Star easily recognizable in the constellations. 
A large clear glass star rested on the: snow- 
banked floor and gave the familiar message, 
“Happy Christmas to all—and to all Good- 
nicht.” 
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At De Pinna’s (upper right, page 10), the 
shadow-box idea was used in a series of 
six windows by Display Director Haslett 
Glazebrook as the perfect solution of “how 
to display a quantity of small items of mer 
chandise in a manner assuring excellent 
vantage.” The old-fashioned milled sash 
frames (finished in blue) were adopted to 
stimulate curiosity in the window shoppers 
The glass shelves provided tor displaying a 
goodly amount of merchandise trom “thigh 
to-eve” level and also the glass in. itself 
adds sparkle and light to the gifts. The 
setting is effectively lighted trom the wings 
on the sides. Another advantage of this 
arrangement is that the merchandise is all 
brought near the window elass and can be 
scrutinized individually The gift boxes 
used in these windows feature an exclusive 
wrapping paper which is being used by De 
Pinna in all of its packages, in keeping with 
the holiday mood and combined with the 
easily recognized De Pinna seal. 

Four shadow-box displays are interest 
ingly used at Franklin Simon's by Display 
Manager James Gosling, each unit (left, 

[Continued on page 37) 
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Anniversary Windows Require 
Research and Hard Work 


By DACE KILLINGSWORTH 
Denver Dry Goods Company, Denver 


The display director who is confronted 
with the need for an elaborate 
windows to tie in with an anniversary pro- 
motion might just as well prepare for a lot 
of research and plenty of hard work. Some 
anniversary displays can be based very sim- 
ply around “Our Diamond Jubilee” or “Our 
Golden Year,” modern merchandise 
shown in a symbolical setting; those dis- 
plays are comparatively simple. But when 
it is decided to go in for period backgrounds 
and settings in a complete stretch of twenty- 
six windows, the picture is vastly different. 

That was our problem this year for our 
forty-sixth anniversary. The first step was 
to determine the general theme and _ this 
was not too difficult when the slogan for 
the promotion is considered: “The Denver 


series of 


with 


invites you to turn back the pages.’ Authen- 
tic settings featuring Denver 
of a half-century ago seemed indicated. The 
research then got and histories 
and other books were pored over until we 
finally decided to use the following typical 
scenes for the complete series: 

wedding photographer; Ta- 
bor grand opera house; barber shop; Indian 
first horse car; prize fight; 1895 
dining blacksmith shop; 
store; shoe cobbler; sitting room; milliner’s 


scenes of the 
under way 
Cigar store; 


uprising ; 


room; grocery 





shop; tong war; first school; first automo- 
bile; Denver’s ferry boat; croquet; livery 
stable; “Haw” Tabor’s bedroom; gambling 
McNamara Dry Goods Company— 
“our first store;” bicycle races; light tower. 

Thus a different setting was to be used in 
twenty-six windows, each measuring 22 feet 
in length by 8 feet in depth. Four extra 
artists were employed to help with the back- 
grounds and construction got under way. 
Three weeks were required to produce the 
backgrounds, these being made of wall 
board —with actual merchandise of the 
1890's being employed and sometimes actu- 
ally built into the scenery in order to get a 
more impressive perspective. All the old 
furniture, house furnishings, clothing, and 
all other articles used were borrowed from 
the first families of Denver—many being 
among the Denver Dry Goods Company’s 
first customers as well. Oddly enough, there 
was no difficulty found in securing the vari- 
ous period pieces required; on the contrary, 
as soon as word got around of our quest we 
had literally dozens of phone calls to tell 


scene ; 


us where we could obtain some particularly 
material. The of the dis- 
plays averaged approximately $50 per win- 
dow—$1,200 for the entire battery. 

Each display had a large mechanical book 


nice actual cost 


in the foreground as a very important p 
of the window. Four different pages 
scribed each setting as mentioned below 

The Blacksmith shop: (1) “Good hors 
received good care in those days . . . es; 
cially the strong, fast horses which pulk 
the stage coaches. Denver's first stage a 
rived from Leavenworth, Kan., on May 
1859. For that 587-mile trip each passeng 
paid $100 fare.” (2) “The first government 
delivered mail reached Denver by pony e» 
press on August 10, 1880. Pony express 
rates then were $5 per pound.” (3) “Most 
dramatic news carried in that first mail 
was a full account of Abraham Lincoln’s in 
auguration as president of the United 
States.” (4) “Other brought ire 
quently to the blacksmith’s shop were coy 
ered wagon teams sheltered while in 
Denver in the old ‘Elephant Corral,” a ‘park 
ing lot’ which got the name from a traveling 
show which wintered there.” 

Similar descriptions were used for all the 
other windows. The remaining three illus 
trations show the old-fashioned post 
(top right), the opening night in the Tabor 
grand opera house built by the fabulous 
H. A. W. Tabor who was the central figur« 
in “Silver Dollar,’ and a wedding coupl 
at a photographer's studio. 


horses 


office 
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Esquire’s “Christmas Fair” which has 
opened for its second consecutive season at 
10 Rockefeller Plaza, New York City, is 
generally acknowledged to be one of the 
year’s novel and unusually successful mer- 
chandising efforts. It has a 200-ftoot front- 
age on 49th street between Fifth and Sixth 
avenues. Glass windows extend up to the 
32-foot ceiling line, as pictured. 

Esquire magazine, its sponsor, calls it the 
“Shop of Shops” and in it gives dramatic 
display to over 5,000 different Christmas 
gifts sold by its advertisers. Prices and 
names and addresses of the retail stores in 
which the gifts are available are supplied 
to visitors. 

One of the unusual features of the fair 
this year is the spotlighting of merchandise 
rather than using a high uniform illumina- 
tion for the whole interior. 

The lighting is planned so that onlookers 
are attracted by the illuminated merchan- 
dise more than they are by the illumination 
sources. Visibility had to be especially 
good as a great number of gifts were to be 
displayed in a fairly small area and at close 
range. The merchandise areas were made 
brilliant in contrast with a fairly low key 
of lighting on the general walking area. 

The principle of uniform general illumina- 
tion where merchandise blends into its sur- 
roundings was discarded in favor of accent- 
ed illumination to focus attention on the 
selling display, to dramatize and give di- 
mension to the merchandise, and to create a 
close-up effect with a high foot-candle read- 
ing. 

This was accomplished by use of various 
types of spotlights, projectors, and the like- 
recessed and semi-recessed in the ceiling, 
pendant, and in floor positions. 

We were confronted with a high unplas- 
tered ceiling of metal lath. To keep the 
ceiling absolutely dark, all exposed fixture 
surfaces were painted black. Indirect light- 
ing was completely avoided. 

Esquire wanted a feeling of gaiety to pre- 
vail. After inspecting the colérs of the 
decor it was found there was as much color 
as the place could stand without becoming 
bizarre, so the recommendation made and 
followed was brilliant crisp lighting, with- 
out deep hues, that would show up the colors 
displayed. 

The focal point of the fair, the wall with 
the huge angel (lower illustration) was one 
place where colored light was used and 
great care had to be taken to be sure it 
conformed to the decor. The foot of the 
angel is illuminated by facsimiles of old- 
fashioned footlights—in reality 3-inch Fres- 
nelites — with guards ilke those formerly 
used for oil lamps and candles. Pink fluo- 
rescent lighting is used in the lobby. Six- 
inch Fresnelites with 500-watt lamps and 
colored glasses illuminate some of the floor 
displays at close range. 


[Continued on page 35] 
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ing Esauire’s “Fair” 


By E. F. KOOK 
Lighting, Inc., New York City 
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Ringing Up the Curtain 


Cn “Cpenins Nicht” 





Now and then, every harried displayman’s 
efforts to dramatize are assuaged by what 
we may call a “natural.” The first intro- 
duction of Lucien Lelong’s “Opening Night” 
perfume, in its exquisite package, coincident 
with the opening of the Grand Opera season 
in Chicago, made the timing of the presen 
tation described here ideal in every way. 

Much of the success of this presentation 
was due to the splendid cooperation of J. W. 
Campbell, display director, Carson Pirie 
Scott & Co. and to the publicity directors 
of the Chicago Opera Company, who were 
quick to visualize the possibilities of the 
idea. 

Carson Pirie Scott & Co. allotted six of 
their full State street windows for the pro 
motion, each window carrying a_ separate 
and distinct display. 

The “Opening Night” package is in itself 
a model stage, and this furnished the set 
ting theme for the displays. The bottle sits 
in front of a brilliant, pleated background. 
The front of the box simulates a proscenium 
Around the front of the 
bottle are tiny footlight shields. 


in rococo carving. 


In our studio we produced six enlarge] 
reproductions of this model stage. The 
proscenium was made in exact detail in 
baroque pieces of hand-carved wood. The 
brilliant gleam of the background in the 
package was reproduced in magenta tinted 
Actual footlights 
conforming to the style used in the packag> 


metal for our. stages. 
were employed, controlled by a = dimmer 
which raised and lowered the lights in all 
Each of these units 
we faced with a midnight blue panel on 


the windows in unison. 


which were used gleaming white letters 





By R. J. CONSIDINE 


Lucien Lelong, Inc., Chicago 





spelling out “Opening Night.” 
we air-brushed theatre masks, swags, and 
festoons toward the top of this panel. One 
of these stages was centered in each of the 
six windows backed by a cyclorama of mid 
night blue velour. 

In all the windows Campbell selected, 
with fine taste, gowns and accessories of 
rich beauty and elegant grandeur. The ac 
cessories—exquisite costume jewelry, opera 
glasses, bags, etc.—were displayed on deli 
cately carved baroque tables which were 
produced in antique gold and white plaster 
Graduating sizes of the perfume package 





Fo yr «decor 


were shown in each window. 
provided in every display, with the 
words, “At the Opera,” and identifying 
The key window was captioned, “Lucien 
Lelong presents Opening Night.” On 


A poster S 


stage playing the leading role was a pla 
pertume bottle of gargantuan proportions, a 
many-times enlarged reproduction of 
real Opening Night perfume flacon. Two 
mannequins graced the window, the one at 
the left clad in a gown of pale blue studded 
with gold under a finger tip coat of mink 
The one at the right was dressed in a jacket 
gown of blue decorated with coral beading 











For each of the other five windows. the 
most famous character of various. well- 
known operas was selected as the featured 
note. Costumes were obtained through the 
courtesy of the opera company, giving com 
plete authenticity to the setting. 

In the first of the series a vivacious “Ca! 
men” holds the center of the stage and in 
key with the brilliant coloring of her pet 
sonality and role, evening clothes of black 
and scarlet enriched with gold were used 

The second window of the series portrayed 
a “happy family group’—father and mothe! 
on one side, debutante daughter on tl 
other; both of dramatic, forn 


white. Centered in this window was wisttul 


} 
gowns i 


—A lovely series of "Opening Night" displays 
was created by J. W. Campbell, Carson Pirie 
Scott & Co., working with Lucien Lelong, Inc. 
for the promotion of the latter's perfume. 
Making a tie-in with the opening of the Chi- 
cago opera season, Campbell selected leading 
characters from well-known operas as the cen- 
tral figures of the six windows. '‘'Carmen” is 
shown in the display at the left— 
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—The operatic characters seen in these three 
displays are, respectively, Manon," "Lohen- 
grin,” and "Madame Butterfly.’ The final 
display, using "Aida" as its theme, is not pic- 
tured. The theatrical atmosphere was carried 
out in each setting, enhanced by the real foot- 
lights which were raised and lowered in each 
window at the same time— 


“Madame Butterfly” and her wide kimono 
sleeves and dainty parasol lent a romantic 
charm to the entire picture. 

In the third window  bouffant-skirted, 
white wigged “Manon” gazed with aristo- 
cratic hauteur from her scrolled frame. 
Sophistication was emphasized in the ele- 
gance of the dinner gowns — gold, black, 
sparkling with sequins. 

“Aida” bejeweled and bespangled, seem- 
ingly poised for song, caught the eye in the 
fourth window. As_ suitable contrast a 
great-coat of white wool as soft as new- 
fallen snow was used opposite a_ sleek, 
draped dinner gown of rust jersey. 

Mythical “Lohengrin,” a very alive look- 
ing Wagnerian hero in shiny coat-of-mail, 
heightened the operatic interest in the fifth 
window. In the foreground is portrayed a 
young couple—she resplendent in blue lame 
and ermine, he in white tie and tails. Oppo- 
site this was featured an Elizabethan coat 
of black wool collared in white ermine. 

In all the windows carefully arranged 
perfume displays, artfully spotlighted down 
front, carried on the inspired theme of 
“Opening Night.” 

New Fluorescent Lamps 
Announced By G. E. 


With the demand for fluorescent lighting 
spreading to a variety of fields, General 
Electric's lamp department at Nela Park, 
Cleveland, has just brought out three new 
“F” (fluorescent) lamps. One is a 100-watt 
60-inch; another is a little 6-watt 9-inch, 
and the third new unit is a “soft-white” lamp 
that can be had in several sizes and lengths. 

The 100-watt lamp. employs a_ tubular 
bulb that measures 2% inches in diameter. 
It is designed for general lighting needs, 
especially for those cases where this longest 
of all G. E. “F” lamps would prove most 
economical and effective. It produces more 
than double the amount of light given off by 
the standard G. E. 40-watt 3500-degree white 
fluorescent lamp, with only a slight increase 
in surface brightness. 

Smallest of all G. E. “F” lamps is the 
pencil-size 6-watt 9-inch lamp which per- 
mits the use of fluorescence in many places 
where larger lamps are not altogether as 
practical. 


South Bend Contest 
Successful Again 

One hundred and eighty-three display 
windows were entered in this year’s “Win- 


dow Show” contest sponsored in South Bend 
by the Northern Indiana Association of Dis- 
play Men and the local Association of 
Commerce. James Tolle, The George H. 
Wheelock Company, carried off the grand 
sweepstakes prize of $100. Winners of first 
prize awards in the various divisions of 
the contest were Frank G. Bingham, 
Robertson Brothers; the Frances Shop; 
Garnitz Furniture Company; Max Adler 
& Co., and the Arcade Market. 
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k.A.D.M. News 


[ would much rather commence my mes- 
sage this, month to the display industry with 
imy best wishes for a Merry Christmas and 
talk of nothing but. that which contains the 
holiday spirit of peace (at least in America) 
and good will toward men, but I feel it 
necessary to explain briefly the reason why 
the International Association of Display 
Men and many other organizations are set 
up to follow a type of customary parlia- 
mentary procedure. 

If each individual 
on the floor of a meeting in its infancy 
without the proposals in the being 
thoroughly studied by a committee that had 
specialized in the work and possibly applied 
a certain amount of research to prepare 
itself to be efficient in the study of this indi- 
vidual problem, confusion for the meeting 
could be practically guaranteed. 

However, when a committee reports back 
to its membership or its board of directors 
or both, after having dealt with the problems 
involved at a range, an intelligent 
answer can be expected. 

That is why at our convention in Detroit 
a committee was appointed to study the 
problems of affiliation with the National 


issue were taken up 


issue 


closer 


By JOHN L. KING 
Managing Director, Washington 


Dry Goods Association and meet 
with a representative group from the N. R. 
D. G. A. This committee was to report 
back to the board of directors. The board 
turn was to give a report 
report of the committee to 
large. This procedure 
was followed and we did report back to the 
entire membership. We did not attempt to 
print every word that was said at the meet- 
ing as that would involve the 
writing of what might be “book,” 
but we did give a clear, concise report of 


Retail 


of directors in 
along with the 
the membership at 


necessarily 
called a 


what had happened and concluded our report 
with the following paragraph : 

“We will appreciate any comment that you 
may care to make on this matter, or if you 
desire further information, this office will be 
glad to answer any questions that you might 
care to ask.” 


—This chart shows, in graphic fashion, the 

proposed set-up for the directorate of the 

1. A. D. M. under a plan submitted by 

Erwin A. Hiffman, chairman of the board. 

The proposition would make each director 

responsible for one phase of display as re- 
lated to the |. A. D. M— 


Therefore, it can be readily seen that there 
endeavoring to 
effort 


is no necessity for 
form any sort of a coalition in an 
to be heard in the 1. A. D. M. 

Before DISPLAY WORLD was published 
last month, we had 
bership commenting on the 


anyone 


from our mem 
report of this 
committee and on that of the board of di- 
rectors. [ am = including excerpts from 
letters to add that 
to date I have not received a single dissent 


reports 


some of these and want 


ing communication regarding the action of 
the committee. 
From 5. \\ illiams, ot the 


have the 


Duncan Ray 
following: “In my 
that the result of 
did as it still 


in possession 


Schools, we 
opinion, it is fortunate 


this meeting turned out as it 


leaves the display procession 
of its own organization, however insignifi 
cant it 
rightly believe it should be better supported 
made into 
doing more tor, display and displaymen. . 
In its able to 
act independently in the interest of its own 
betterment 
members who do support it.” 
[Continued on page 37) 
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“CHRISTMAS DISPLAY DRAMAS” OF 1940 THAT PRODUCE) ) 
ADDED SALES BY MAKING NEWS! ®* &* k *® *& 5 


DECEMBER, 





“DOWN IN TOYLAND VILLAGE IN THE LAND OF 
DESIGNED BY RUSSELL 


“CHRISTMAS IN DETROIT, 
JOHN ROSENBERG, DISPLAY DIRECTOR 


ERNST KERN COMPANY, ABRAHAM AND STRAUS, INC., 











JAMES MecCREERY 
LORD AND TAYLOR, 








“CURRIER IVES SKATING 


“STAR SPANGLED CHKISTMAS” 
HOWARD RICHMOND, STORE ART 
BLOOMINGDALE’s, 


“THE WEDDING OF THE WOODEN SOLDIER AND 
DESIGNED BY RUSSELI 

E. H. LEEKER, DISPLAY 
BAER AND FULLER COMPANY, ST. LOUIS 


PAINTED DOLL” 








NOW IS THE TIME TO CONSIDER YOUR "CHRISTMAS DISPLAY DRAMAS" FOR 1941 
HOPE TO SEE YOU DURING YOUR NEXT TRIP TO NEW YORK 


BLISS DISPLAY CORPORATION 


WEST 3 4TH STREET, YORK 
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Lamps Speed Up 
Card Drying 

special infra-red lamps for the rapid dry- 
ing of commercial paint jobs were brought 
out some time ago by General Electric Com- 
pany, Cleveland, and it now seems that these 
saine lamps can be used to advantage by a 
number of firms in the display field as well. 
Particular reference is made to display stu- 
dios, screen process houses, and the like 
where display cards and posters are run off 
in quantity and where the length of time 
in drying by the ordinary method is a factor 
for consideration. 

\ query to Howard Haynes, of GE’s lamp 
department at Nela Park, Cleveland, brought 
the following response. It must be borne in 
mind that no experiments have been con- 
ducted on the practicability of drying show 
cards rapidly by infra-red lamps; it is men- 
tioned here simply because it seems to have 
possibilities. 

“The use of our drying lamps for the dry- 
ing of show cards seems like a good possi- 
bility. The fact that show cards are prob- 
ably cardboard is no disadvantage. We have 
found that with equal concentrations of 
energy, higher temperatures can be obtained 
on non-conductors of heat, such as wood, 
etc. than on metal. One caution signal 
should be noted, however, and that is that 
with non-conductors of heat, such as card- 
board, the conduction of heat is very small, 
and so a uniform distribution of radiant 
energy from the drying lamps should be ap- 
plied to the material. 

“When paints are being dried on metal, 
less attention need be given to the uniform- 
ity of radiant energy because conduction 
smooths out the results. The 250-watt R-40 
reflector drying lamps, being inside-frosted, 
give a very uniform distribution of radiant 
energy; also the 250-watt PS-30 drying 
lamps can be obtained with an_ inside- 
frosted finish at slight additional cost 11 it 
is desired tO use separate lamps and reflec- 
tors. 

“Of course all this is based on the assump- 
tion that the paint used is of the type that 
will dry or cure efficiently under the radia- 
tion from drying lamps. There are paints 
that do not react very well under the lamps. 
For this reason, probably some experimental 
work will be necessary if little 1s known 
about the paint. If they happen to be water 
colors, my guess is that it should be prac- 
tical, although probably not to the same ex- 
tent as some of the synthetic finishes that 
we use on automobiles, cash registers, and 


the like.” 


Fire In Display Window 
Threatens McCurdy's 


Considerable damage was done to a sec- 
tion of McCurdy & Co., Rochester, N. Y., on 
December 9 through a fire which apparently 
Was caused by a short circuit in Christmas 
decorations used for a toy window. The 
contents of the window, including a large 
mechanical Santa Claus, were destroyed. 
Sprinklers which were set off by the flames 
damaged some basement stock, also. The 
fi started shortly before 8 o'clock in the 
morning, in spite of which the store opened 
for business as usual at 9:30. Carl Skaer is 
display manager. 
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E TAKE this opportunity to thank the display men of 
America for giving us the opportunity to increase our 


twelve years’ experience. 


Your confidence and advice 


made it possible for us to create and develop the unusual 
in "CHRISTMAS DISPLAY DRAMAS" for 1940. 


Abraham & Straus, Inc., Brooklyn, New York 
Alexander's, New York City 

J. P. Allen Co., Atlanta, Georgia 

B. Altman & Company, White Plains, New York 
Anderson Dulin Varnell Co., Knoxville, Tennessee 
L. S. Ayres & Co., Inc., Indianapolis, Indiana 
1... Bamberger & Company, Newark, New Jersey 
Sell’s, York, Pennsylvania 

J. Blach & Sons, Birmingham, Alabama 

M. E. Blatt Company, Atlantic City, New Jersey 
Bloomingdale’s, New York City 

Boges & Buhl, Inc., Pittsburgh, Pennsylvania 
Bon Marche, Inc., Asheville, North Carolina 
The Boston Store, Milwaukee, Wisconsin 

The Broadway-Hoilywood, Hollywood, California 
ibullock’s, Los Angeles, California 

Burdine’s, Miami, Florida 

The Cain-Slean Co., Nashville, Tennessee 

T. A. Chapman Company, Milwaukee, Wisconsin 
Coyle & Richardson, Charleston, West Virginia 
De Jong’s, Inc., Evansville, Indiana 

L. S. Donaldson Co., Minneapolis, Minnesota 

S. P. Dunham & Co., Trenton, New Jersey 
Elder & Johnston Co., Dayton, Ohio 

Ellis Stone & Co., Greensboro, North Carolina 
Emery Bird Thayer Co., Kansas City, Missouri 
The Fair Store Co., Cincinnati, Ohio 
Famous-Barr Co., St. Louis, Missouri 

Fowler Dick & Walker, Wilkes-Barre, Pennsylvania 
I. J. Fox, New York City 

Germain Stores, New York City 

Gilmore Brothers, Kalamazoo, Michigan 

Gimbel Brothers, New York City 

Gladdings, Inc., Providence, Rhode Island 

J. Goldsmith & Sons Co., Memphis, Tennessee 
Dorothy Gray, Ltd., New York City 

Wm. Hahn & Company, Washington, D. C. 

The Halle Bros. Co., Cleveland, Ohio 

Hartley’s, Miami, Florida 

The Hecht Company, Washington, D. ¢ 

S. H. Heironimus Co., Roanoke, Virginia 
Hotheimer’s, Inc., Norfolk, Virginia 

Hutvler Bros. Co., Baltimore, Maryland 

Henry C. Lytton & Sons, Chicago, Hlinois 
Ivey's, Ine., Asheville, North Carolina 

J. B. Ivey & Company, Charlotte, North Carolina 
Frank R. Jelleff, Inc., Washington, D. C. 

The Ernst Kern Company, Detroit, Michigan 
Kohn & Company, Columbia, South Carolina 
Lansburgh & Brother, Washington, D. C. 

The F. & R. Lazarus & Co., Columbus, Ohio 


Lit Brothers, Philadelphia, Pennsylvania 

A. Livingston & Sons, Bloomington, Hlinois 

Alex. Loeb, Inc., Meridian, Mississippi 

Lord & Taylor, New York City 

Loveman, Berger & Teitlebaum, Inc., Nashville, Tenn 
Lovemans, Inc., Chattanooga, Tennessee 

B. Lowenstein & Brothers, Memphis, Tennessee 
Mabley & Carew, Cincinnati, Ohio 

R. H. Macy & Company. Ine., New York City 
Madigan Brothers, Chicago, Hlinois 

The C. O. Miller Co., Stamford, Connecticut 

R. H. Miller Stores, Ine... New York City 

J. R. Millner Company, Lynchburg, Virginia 
Milwaukee Boston Store, Milwaukee, Wisconsin 
Muzzy Brothers Co., Bristol, Connecticut 

The Myers Company, Greensboro, North Carolina 
W. B. MeClurkan & Co., Wichita Falls, Texas 
James MeCreery & Co., New York City 

The Namm Store, New York City 

Neiman-Mareus Co., Dallas, Texas 

Netcher’s Boston Store, Chicago, Hlinois 

New York Lace Store, Pawtucket, Rhode Island 
Ohrbach’s, Ine.. New York City 

Oppenheim Collins & Co., New York City 

The Palais Royal, Washington. D. ¢ 

The Peoples Store, Charleston, West Virginia 
Luckey Platt & Company, Poughkeepsie, New York 
The H. & S. Pogue Company, Cincinnati, Ohio 
Pomeroy’s, Ine., Reading, Pennsylvania 

Edward Reed, Ltd., New York City 

Benjamin Rosenberg Co., Milwaukee, Wisconsin 
Rothschild Brothers, Ithaca, New York 

Helena Rubinstein, Inc., New York City 

Russeks, Detroit, Michigan 

Morris B. Sachs, Chicago, Illinois 

H. P. Selman & Co., Louisville, Kentucky 

The John Shillito Co., Cincinnati, Ohio 

The Robert Simpson Co., Ltd., Terento, Canada 
Sonnenteld’s, St. Louis, Missouri 

Charles A. Stevens & Bros., Chicago, Hlinois 
Stewart & Company, Baltimore, Maryland 

The Stewart Dry Goods Co., Louisville, Kentucky 
Stix, Baer & Fuller, St. Louis, Missouri 
Sugenheimer’s Company, Ine., Waterbury Connecticut 
Thalhimers, Richmond, Virginia 

Union Electrie Co. of Missouri, St. Louis, Missouri 
Weber & Heilbroner, Ine.. New York City 
Wieboldt Stores, Inc., Chicago, Hlinois 

Worth’s, Harrisburg, Pennsylvania 

Wurzburg Dry Goods Co., Grand Rapids, Michigan 
Zion Co-operative Mercantile Inst., Salt Lake City, Utah 


BLISS DISPLAY CORP. 
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HOLLYWOOD 


Original 
SPRING TRIMS 


Display specialties of character featuring 
exquisite floral decorations to meet the 
most discriminating display standards. 


JONES DECORATING CO. 


2807 Sunset Blvd. Hollywood, Calif. 
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Handling merchandise is very important 
in display. The familiar saying, 
well displayed are half sold,” is quite true. 
Merchandise should be made to look even 
better in the show window than it does 
elsewhere. To do this requires patience 
To begin with, make it a car- 


“goods 


and finesse. 
dinal rule to see that everything possible is 
pressed and thoroughly void of wrinkles. 
Nothing can spoil a good window more than 
floors, and 
finger marks on the background. Windows 
should always be washed whenever displays 


unpressed merchandise, dirty 


are changed. The following merchandise 
should always be pressed before it is put on 
view in the window: women’s and children’s 
coats, suits, and dresses; lingerie and sports 
apparel; women’s hosiery; blouses; curtains 
for frames; men's and boys’ suits and coats ; 
furnishings which are put on forms. 
Fixtures are very important in making at- 
tractive displays and it is necessary to have 
an assortment of stands of various heights 
and a variety of tops 
women's, and children’s forms, and pedestals 


complete men's, 
or platforms of various sizes to get different 
heights in displays. The following explains 
each fixture, the type of merchandise for 
which it is best suited, and the sizes needed. 

STANDS. The proper stock of fixtures 
should include 12-, 18-, 24-, 30-, and 36-inch 
stands which are not extendable. There are 
two types of extendable stands: (1) those 
which can be adjusted to the desired height 

personally I think these are unsatisfactory 
because the thumb-screw which is used to 
control the adjustment shows very conspicu 
ously; for this reason I preter the non- 
extendable type; (2) the 26-inch adjustable, 
or large stand, which is used for blankets, 
comforters, linens, etc. All tops are inter- 
changeable, and consequently it is not neces 
sary to have as many stands as there are 
tops. 

TOPS. (1) Shirt tops—may be made of 
balsa wood, veneer, wall board, or just from 
ordinary shirt boxes. There is an easel 
made especially for shirt tops, known simply 
as a shirt easel. Shirt tops are used for 


men’s shirts, the upper part of men’s 
pajamas, men’s undershirts; men’s sweaters, 
leather jackets, sport shirts, bathing suits. 
The preferred heights of stands are 12-, 18-, 
24-, and 30-inch 


2. Shoe tops 


not to exceed the latter. 

there are various styles ot 
women's shoe tops which are quite different 
Children’s shoe tops 
are smaller than either of the other two. 


from men's shoe tops. 


Women's and children’s shoes can best be 
18-, 24-, 30-, and 36-inch 
24-, and 30- 


not exceeding the latter. 


displayed on 12-, 
stands: men's shoes on 12-, 18-, 
inch stands 

3. Shirt 
either jersey or enamel. 


forms—may be covered with 
If the covering is 
jersey it is necessary to use either a hand- 
kerchief or some piece of material fluffed up 
in the neck of the shirt to prevent the jersey 
Because the neck is not un- 


from showing. 


DISPLAY WORLD 


ements Of Display 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 


sightly on the enamel form, I prefer this 
type of fixture. 

Shirt forms are used to display shirts, 
pajama tops, sport shirts, men’s undershirts, 
men’s bathing suits. Be sure to have shirts 
and pajama tops. pressed, allowing the 
sleeves to hang. 

4. Tops for displaying accessories. (a) 
Hosiery—in showing women’s hosiery, you 
can use leg forms or hands, or you can 
hang the hose on a T-top, which is just a 
straight top and can be used on any size 
stand. Shirt boards covered with cloth or 
fancy papers can also be used to display 
hosiery. (b) Women’s gloves—can be dis- 
played on shirt boards, T-tops, or on glove 
hands. (c) Women’s handbags—should be 
displaved on bag easels, on stands of dif- 
ferent heights, on T-tops, or on covered 
shirt tops. There are special bag stands 
available, also. 

5. Hat stands and millinery heads. In 
many instances, millinery windows can_ be 
made entirely of millinery heads. They re- 
quire a special stand which is somewhat 
heavier than the ordinary stand and which 
is 18, 24, 30, 36, and 48 inches high, de- 
pending of course on the height of the win- 
dow. Millinery heads are combined with 
stands. In this case, the heights of the 
stand should be 24-inch and 36-inch com- 
bined in units of one each. 

6. Garment tops (sometimes called dress 
tops)—are curved and therefore permit the 
garment to hang gracefully. They are used 
on 18-, 24-, 30-, and 36-inch stands and on 
what is known as a dress stand; this latter 
is 36 inches high and can be extended to 
permit the dress to hang clear of the floor. 


7. Lingerie tops—are very similar to 
dress tops except that instead of curving 
down on the ends, they curve up to prevent 
the delicate merchandise from slipping. off. 
They, too, can be used on stands of the same 
height as the dress stands. 

8. T-tops—-come in any size desired, rang- 
ing from 12 inches to 36 inches in width. 
They are a general all-around utility top 
which can be used for a large variety of 
merchandise and on stands of every height 
and size. 








This is the third of a series of 
articles on “Elements of Display,” by 
Joseph Apolinsky. The first two ap- 
peared in the October and November 
issues, and there will be others in Jan- 
uary and February and possibly in 
March. The article in next month’s 
‘issue will deal with “How to display 
piece goods, coats, dresses, suits, 
and lingerie” and also will take up 
display backgrounds. Other articles 
to come will discuss show cards, price 
tickets, signs, drug store display, 
dealer helps, and special displays for 
special events throughout the year. 
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9. Flat tops and slanting tops—the for 
is used for the display of toiletries, sil 
ware, stationery, china, glassware, bri: 
brac, and house furnishings; also as a vi r\ 
handy utility top for a large variety of n 
chandise. The latter is similar to the tat 
top except that it has a lip on the botton 
which allows the merchandise to slant jut 
not to slip off. This top is used mostly 
boxed goods, pictures, portfolios, tablets, 
and the like. 

10. Drape tops—are used for displayi 
men’s and boys’ suits and topcoats. The 
coats are hung by the collar strap and 
draped on the floor. These tops are used in 
conjunction with men’s suit forms and _ per- 
mit the displayman to show an extra num- 
ber of garments without overcrowding the 
display. 

FORMS. 1. Full mannequin — with head, 
arms, and legs; 
boys’, and girls’ figures by a large number 
of manufacturers. 

2. “Woodikins’—as the name implies, are 
carved out of wood. They are used for 
showing men’s, women’s, boys’, and_ girls 
apparel. They have heads, arms, and legs, 
but they are flat. The merchandise must 
be pinned to the back to take up the full- 
ness. They are less expensive than the full 
mannequin and are used mostly by smaller 
shops and in basement windows. 

3. Headless forms—do not have either 
They are made with 
either enamel necks and jersey or satin 


made in women’s, men’s, 


head, legs, or arms. 


bodies, or are entirely of enamel. They are 
less expensive than the full mannequin or 
“woodikin.” They fit on a standard and 
can be elevated to the desired height. They 
are used to show women’s and girls’ ap- 
parel. 

4. Leg form—is made with legs, but it 
does not have either head or arms. It is 
used for bathing suits, slack suits, and 
shorts. It can also be used for other outer 
apparel, including that for women and girls 
There is also a leg form for the display ot 
men’s slack suits, bathing suits, wash trous- 
ers and slacks, and men’s odd _ trousers. 

5. Men’s coat form—there are several 
types today due to the drape model clothes 
which men are wearing. There are forms 
made to conform to this type of apparel, as 
well as to the other types. This method of 
displaying men’s wear is quite difficult and 
it is really an art to display the clothing on 
a form so that it shows up to perfection 
The idea is to put the apparel on the form 
without wrinkles. 
fill out the sleeves. 

PEDESTALS, PLATEAUX, DISPLAY- 
ERS, AND DIVIDERS. A _ well-rounded 
stock of display fixtures would not be com- 
plete without pedestals, plateaux, and dis- 
players. (1) Pedestals and plateaux—are 
small tables of various heights. (2) Dts- 
players—are very necessary in many diff 
ent designs in order to obtain height in « 
plays. (3) Dividers—are small panels sup- 


Sleeve pads are used to 
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ported with two blocks of wood, sometimes 
known as feet, which support a panel and 
make it self-standing. The purpose of these 
dividers is to keep displays of different 
types of merchandise separated from one 
another so that one does not detract from 
the other. Dividers can be moved to any 
position in the display, depending on just 
what space is to be devoted to the merchan- 
dise shown. 


With Displaymen 
In London 

Our London correspondent writes: “These 
are indeed stirring days which we are living 
in London. Each morning I come to my 
office and wonder if it still stands. My 
home is about eighteen miles outside, and 
part of the office has been evacuated there in 
order to carry on with the minimum of in 
terruptions. However, we shall keep the 
London office open as long as it is unaffected 
by the bombing, and that may be all through 
the war. Who knows? 

“Although a great deal of damage has 
been done, nevertheless it is surprising what 
a tiny percentage of buildings have been 
destroyed. 

“It is interesting to see how the stores are 
carrying on and refuse to be deterred by 
what might appear major difficulties. For 
example, at this present moment most of 
Selfridge’s windows are minus plate glass, 
which is true of many other stores. However, 
the displays are made just the same as usual 
with the windows open to the street. The 
only thing is that the goods have to be put 
in and taken out each night and morning. 
One thing which might be of interest to you 
is that no device will stop shop windows 
breaking through blast. All sorts of devices 
have been sold over here and shop keepers 
have spent tens of thousands of pounds on 
one idea or another to prevent breakage, but 
the windows go just the same. The only 
thing is that they may stop glass flying 
about the streets. 

“When windows are destroyed, stores are 
replacing them by smaller windows, board- 
ing up the space top and bottom.” 


"Salesmen Built America" 


Is Title Of New Book 

Everyone connected with the sale of mer- 
chandise will get real enjoyment out of 
“Salesmen Built) America,” by George A. 
Huges, although, as the title indicates, the 
text is especially directed at the man who 
does his selling face to face instead of 
through a display window. The author, who 
is chairman of the board of the Edison General 
Electric Appliance Company, knows his sub- 
ject from experience and has the knack of 
putting words together in interesting and 
Inspiring fashion. Published by Dartnell 
Corporation, 4660 Ravenswood avenue, Chi- 
cago, at $1.50. 


Williams Hill Joins 
Greneker Studios 


Max Mayer, general manager, Greneker 
Studios, Inc., New York City, announces the 
appointment of H. Williams Hill to the 
company’s sales staff. He will cover the 
Stites of Arkansas, Arizona, Texas, Okla- 
homa, New Mexico, and Louisiana. 
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GET &. Trt) EYE-APPEAL 
AND FLASHING COLOR 
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6 WITH TRANSLUCENT LAMICOID 


There’s no doubt about it—color added to 
flashing rear-illumination is a combination 
that displaymen say “can’t be beat’. And 
that’s how Jenter Exhibits gave this strik- 
ing display a real jump on competition. 






Check These Advantages: 


I. Ten brilliant colors and white 






2. Readily curved, machined and 
sandblasted 


. Rich, permanent finish 





Eye-catching messages are silk-screened on 
panels of Translucent blue, red and white 
Lamicoid. In action, they are intermittently 3 
illuminated from the rear—with each fea- 4 
ture-panel and its corresponding pointer- 
disc flashing together. 5. Non-inflammable 
6 
7 









. Easily printed or painted on 







Yet, this is but one of a variety of effects 
that Translucent Lamicoid offers. A quick 
glance at the combination of features shows 
how readily it can be adapted to display 
lighting fixtures, exhibit displays, direc- 
tion signs and many other applications. 


Write for details and samples that will 1AM 170) 1) 
help in suggesting uses of the material to 


fit your own requirements. 


MICA INSULATOR COMPANY, 198 VARICK ST., NEW YORK 


. Light in weight 






. Non-shatterable 









REG. U.S. PAT. OFF 
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Displays by Roy JStewart 
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—J. R. Stewart (Roy to his friends) ranks among the top displaymen of 
the nation and his displays for Barker Brothers, Los Angeles, do a con- 
sistently strong selling job. Rather typical are these six displays for a 
variety of merchandise. The Americana window at the upper left 
used blue lighting, with a white spot on the flag and a white light in the 
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vase to reflect from the white fixture. The mural background, by Art 

Shields, staff artist, carried out the theme of the various forms and phases 

of American life. The scroll bore a portion of the preamble of the Con- 

stitution. The rest of the photographs are self-explanatory but will repay 
close study of Stewart's methods— 
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Letter Writing Week Contest 


Awards Announced 
Cash prizes have been awarded the win- 
ners of the third annual display 
sponsored by the Paper Stationery & Tablet 
Manufacturers Association, New York, in 
connection with National Letter Writing 
week. In the department store group, $100 
went to Russell T. Roe, The Fandel Com- 
pany, St. Cloud, Minn.; second place and 
$40 was won by Dickson-Ives Company, 
Orlando, Fla., and $30 went to The H. C. 
Capwell Company, Oakland. 
Among the © stationery 
awards were won in the following order: 
H.O. Johnson, J. K. Gill Company, Portland, 
Ore.; H. R. Wilson, Horder’s, Inc., Chicago; 
Carlson Brothers, Inc., Moline, Ill. In the 
group for variety stores, first place was won 






contest 












stores, similar 










by S. S. Kresge Company, Kansas City, 
Mo., followed by F. W. Woolworth Com- 
pany, Buffalo, N. Y., and J. J. Newberry 





Company, Framingham, Mass. In the classi- 





fication for drug stores and other retailers, 
first place went to Reckefeller Center Re- 
membrance Shops, New York City; second, 
Sun Drug Company, Spokane; third, Vernon 
Drug Store, Vernon, Texas. 













New York Group Assists 
Commission Of The Blind 

Members of the New York Display Club, 
under the direction of Elsa K. Noice, in- 
structor in charge of display at the Trap- 
hagen School of Fashion who is serving as 
chairman pro tem until the election of ofh- 
cers in January, volunteered their services 
to the New York State Commission of the 
Blind for the annual Christmas sale which 
opened December 2. The window displays, 
as well as the interior display of merchan- 
dise at the downtown shop at 31 Nassau 
street, have been arranged by members of 
the club. Several display manufacturers of 
materials and fixtures assisted by donating 
their merchandise for display purposes. 













Flexit Contest 


Nears Close 

There are but five days left in which to 
enter the nation-wide Flexit contest. All 
photographs of Flexit displays sent to Greg- 
gory, Inc., 10 East Kinzie street, Chicago, and 
postmarked not later than midnight, December 
20 will be accepted and turned* over to the 
Eighteen prizes totaling 
$250 are awarded. Winners will be 
announced in next = month’s DISPLAY 
WORLD or as soon as possible thereafter. 








judging committee. 





being 









Kay Displays 
Releases Booklet 
“New Third Dimensional Treatment For 
Your Displays” is a new booklet now 
available to advertising and sales executives. 
Copies can be obtained from Kay Displays, 
Inc., 230 Park avenue, New York City. 















Change In Location 
For Kaufman Studio 
Ellen Kaufman Studio, designers and 
¢-eators of mannequins, millinery heads, and 
display busts, has been removed to enlarged 
inufacturing quarters at 333 Fourth ave- 
nue, New York City. 
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Now! Beautiful leatherettes in extra wide 
rolls... a full 50'’! Ideal for covering tables, 
counters, shelves, cabinets and other display 
properties. 18 fashionable colors, in a water- 
proof, tough, flexible, embossed surface . . . 
long-wearing . . . washable . . . resistant to 


practically all stains. 


Amazingly realistic woodgrains ... processed 
with photographic authenticity... for frequent 
changes of backgrounds and panels in your 
windows and interior displays. 6 outstanding 


types, available in 50”’ rolls. 


Write today for your free sample book of these 
distinguished new materials! 


Iustrated (top) Leatherette, actual size; (upper left) Knotty Pine, lower 
left) Birdseye Maple, both two-thirds actual size. 


Gentlemen: Please send free sample book of new 
Fibercote Leatherettes and Woodgrains. 


Name___ : ek 





Company : — i 
Address = 





MAIL COUPON for 
Free Sample Book 








SHERMAN PAPER PRODUCTS CORP. 
DEPT. Dig NEWTON UPPER FALLS, MASS. 
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—At the right we show how large cut- 
out swans can be fastened to the store 
posts on both sides of the main aisle. 
These swans not only give the necessary 
decorative note but they provide an 
ideal surface on which to paint your 
sales slogan. If a generous number is 
used the effect is increased— 


i 


a 
/ =a 
¢ 


Hon 
a VAN} 











DECEMBER, 194 


























—January might be called the "month 


of sales." 


These events call for plenty 


of dramatic promotional decorations, 


posters, and signs. 
nation of decoration 
shown at the left. 
“Carnival of Values" 


A clever combi- 
and sign is 
To tie up with the 
idea we suggest 


the cut-out clown holding a large 
hoop covered with stretched paper. 


Bright colors 


—January marks the time for the 
annual winter resort trek, with em- 
phasis on sport and beach togs. This 
table treatment has the sides so han- 
dled as to simulate a ship's rail. The 
center of the table has a large sign 
framed inside a cutout wheel which 
is finished in a mahogany color. The 
sides are done in blue and white— 


course _indi- 




















—To give punch to the Janu- 
ary White sale the swan can 
be used as the basic note. 
The sketch pictures the cut- 
out as used for a central 
unit on a sales table. The 
novel feature is the use of 
shelves on each side of the 
body, cut in the shape of 
wings. For an undergarment 
display, actual merchandise 
can be draped from the 
beak and other garments or 
boxed goods shown on the 
shelves and table top— 
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NEW 


Do Sale by Leading’ 
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“WHITE AS SNOW COATING 


NOW SUPPLIED ON CRESCENT DISPLAY BLANKS 
AND ART POSTER BOARD 


CRESCENT 
Cuabily 
BOARDS 


CHICAGO CARDBOARD COMPANY 


666 Washington Blvd............ Chicago, Illinois 
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Skating Window Stops Traffic 
With A Vengeance 

Sam Blum, display director for Gimbel’s, 
New York City, crashed the news columns 
of local papers November 30 with the first 
showing of a sensational skating display on 
the corner of Broadway and 33rd_ street. 
Life-size marionettes, created by Sue 
Hastings, were seen whizzing over simu- 
lated ice in the window. Actually in motion, 
and with sound effects projected into the 
street, the figures had a variety of action. 
One did intricate skating figures; another 
was a bosomy opera singer who vanished 
through a hole in the “ice” as she reached 
her pet high note; a masculine marionette 
portrayed a skating drunk. To quote the 
New York Sun: “Not in a decade has a win- 
dow caused such a commotion.” 


New Display Product 
Called "Fibercote™ 

\ new line of leatherette and woodgrain 
display material with baked-oil-enamel sur- 
face has been announced by E. W. Pitt, dis- 
play sales manager, Sherman Paper Prod- 
ucts Corporation, Newton Upper Falls, Mass. 
\mong the advantages claimed for this new 
product, named “Fibercote,” is a waterproof 
an grease-prooft surface that will with- 
stund repeated washings. This surface is 
an oil enamel coating baked from six to 
eicht hours on a fiber craft base stock, so 
flexible that it will not crack in folding. 

ighteen colors are available, with leath- 
ervtte embossing, together with six wood- 





Standard roll size is 50 


inches wide by 25 


grain designs. 
feet long, while special 
sizes of sheets and rolls are also available. 
For convenience in cutting, the back of the 
stock has inch and half-inch markings. The 
new line will be distributed nationally 
through display and paper jobbers. 


New Soft White Color 
For Fluorescent Lamps 

Soft white, a new color for Mazda fluores- 
cent lamps, has just been announced by the 
commercial engineering department of the 
Westinghouse Lamp Division, Bloomfield, 
N. J. The latest addition to the seven avail- 
able fluorescent colors is a combination of 
daylight and pink phosphors—approximately 
two parts daylight to one part pink. Soft 
white lamps are obtainable in 15, 20, 30, and 
40-watt sizes. Richer in red light, the new 
color is particularly applicable where a faint 
warm tint is preferred to the usual white 
light. 

In devising the new hue, extensive tests 
were made in the laboratory and field with 
combinations of various fluorescent colors 


Lighting Laboratory 
Is Opened 

The Store Lighting Laboratory was 
opened at 419 West 55th street, New York 
City, on November 26 by Century Lighting, 
Inc., of the same city. The purpose of the 
project is to afford local and visiting dis- 
playmen an opportunity to inspect and ex- 
periment with the latest in lighting fixtures 


and color access ries 


Projector Introduced 
For Display Use 


Prompt popularity for the recently-an 
nounced “Repeater Kodascope” is reported 
by the Eastman Kodak Company, Rochester, 
N. Y. This new projector, designed for 
automatic repeat projection of 16 mm. films 
with a time interval between each showing, 
is intended for use in shop windows, exhi- 
bition booths, and all other places where a 
motion picture is to be shown at regular 
intervals without the continuous attention 
of an operator. It projects any 16 mm. film 
up to 400 feet, or any desired part of the 
film, turns off the lamp and rewinds itselt 
as the crowd changes, and then automat- 
ically opens another projection cycle. An 
interesting feature 1s that no cutting or loop 
splicing of the film is required 


Point Of Purchase Opens 
New York Office 


Point of Purchase Advertising Institute, 
Inc., has opened its new headquarters at 52 
Vanderbilt avenue, New York City, with 
Edward T. Sajous as executive secretary to 
develop their program for the research and 
study of point-of-purchase advertising. 


Mannequin Manufacturer 
On Radio Network 

Lillian Greneker, Greneker Studios, New 
York City, discussed mannequin trends on 
Alma Kitchell’s “Pin Money” program De- 
cember 9 over the WEAF coast-to-coast net- 
work. 









Comes the end of the year and cards must 
be made up tor the short season which comes 
the day after Christmas and_ continues 
through the first few days of 1941. Of 
course there will be the usual “January 
White Sales” cards which must be made up, 
as well as those for similar events with 
which we are all familiar. But it is the 
purpose ot this article to treat of those few 
“special” cards which help to usher in the 
new year with a little more dramatic treat- 
ment than those used for regular sales 
events 

Phere is no denying that the period from 
Thanksgiving through January | is the most 
glamorous of the entire People are 
in a holiday mood; they want a little extra 


year. 


frosting on their cake. 


and more ornate 
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These Cards Will Help You 
Start Ihe New Year Right 


By L. E. SUMMERTON 
LS Studios, Memphis 





These cards can help you give it to them. 

Purposely, they have been kept to a mini- 
mum of art work. Most of them depend for 
their effect on the idea behind the illustra- 
tion, or on the way in which that idea is 
carried out in bold and dramatic style. And 
these ideas—the calendar, the blowing whis- 
tle, the pen for resolutions, and the figures 
of the year itselfi—are so familiar to ever) 
shopper that the effect they produce is prac 
tically instantaneous. 

The tilt of the calendar pad gives action 
to the one card. The base of the pad 1s 
done in two shades of light brownish-orange, 
the heavier of the two tones being used for 
the sides. The figures are in dark blue, and 
the lettering is in black. The up-turned 


page is shaded in gray, and the same tone 
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RESOLVE THIS YEAR 
J your shopping at 
WNCTS Qua ity- 
) y dna smartncss 
1 in nd IA -SHOPPING 
sure at DaAuCrs 
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is used for the shading on the other sheets 

“Resolved” is brush-lettered in black, wit 
shading for the block letters in light orang: 
brown. The pen has a black outline, wit 
light and dark shading to match the bloc! 
letters. The ink-pot is in gray with a blac! 
outline. 

The steam whistle follows the two-ton 
brownish-orange color scheme described im 
mediately above. The letters surrounding 
the whistle are in a shade of magenta, wit! 
a black outline. The headlines below are 1 
black, with a very faint lemon-yellow em 


Lettering is done in black. 


phasis in the shading. 
The rays which flash up through “1941 
are done in an orange-pink with black out 






} 


lines. The figures themselves are in gray, 


outlined in black. 


"WENT 4S PART CIPATING 
' LALING EVENT 
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Introduce Plastic Tiles 
For Display Use 
Plastics in display took a new step for- 
vard recently by the announcement of 
‘Lumitile” by Co-Operative Displays, Inc., 
‘incinnati. This new medium consists of 
iollow tile-like blocks molded of Monsanto 
‘Lustron,” a_ relatively 
plastic. 


new polystyrene 


Inherent versatility 
tile. 


is claimed for Lumi- 
Each tile is an individual unit—6 by 6 
inches—and can be handled easily. Concealed 
holes in the side of each block permit a num- 
ber of them to be bolted together into rigid, 
firm units that can be put to an 
number of uses. 


unlimited 


Lustron, the plastic used in making the 
tiles, is noted for its wide range of brilliant 
The material is naturally a spar- 
kling crystal that actually surpasses glass 
in clearness. Lustron 
particularly 
Lumitile is 
and 


colors. 


result, 
and attractive. 
number of tints 
mottled 


colors, as 2 
are lustrous 
available in a 
shades, in addition 
designs. 


to several 
In many effects are 

The soft 
translucency of the new tiles produces a par- 
ticularly light, 
undue glare. 


arrangements, added 
obtained by lighting trom behind. 


without 

Entire 
surfaces can be made glowing and _ bright 
with proper illumination. 

The tiles and 
water without harm. The natural toughness 
of the material, plus the reinforced design 
of the tiles assures adequate strength in all 
non-structural applications. 

Because Lustron is the lightest of all plas 
tics, the blocks are easily set up and han- 


pleasing source of 


brightness or harsh 


can be washed with soap 


dled. This allows unusually-shaped set-ups 
to be used where the tiles are attached to 
the sides of fixtures without support from 


below . 


Erich Schwengel Elected 
Milwaukee Club Head 


Displaymen of Milwaukee held an organi- 
zation meeting the evening of November 25, 
and the result is the Milwaukee 
Club with Erich Schwengel, T. A. 
Company, as president. Other officers 
Clinton Clark, The Boston Store, vice- 
president; William Owen, Smartwear-Emma 
Lange, treasurer, and Walter Vanselow, 
Sears Roebuck & Co., South Side store, sec- 
retary. 


Display 
Chapman 
are 


Fifteen members of the Chicago club at- 
tended the meeting, and W. L. Stensgaard, 
W. L. Stensgaard & Associates, Inc.; Al 
Parke, Old King Cole Company's Chicago 
representative, and George Hermanson, Re- 
public Stores, were the principal speakers. 


Others who made short inspirational ad- 
dresses were William Cahill, Goldblatt’s 
State Street store; Carl Gestrine, Butler 


Brothers, and Del La Sage, Marshall Field 
& Co., Evanston. 


Wagner Wins Top Prize 
In Contest 

First prize of $200 in the national Washer- 
Ironer Week display been 
awarded to George H. Wagner, J. L. Bran- 
dvis & Sons, Omaha, in the department store 
Cc. iss. 


contest has 
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EFFICIENCY 
DISPLAY MER: 


Packed 





Hansen Vest-Kit. 


2 pried displays go forward faster—look 
neater, more attractive—have increased 


selling power—with more selling hours—when 
installed with HANSEN one-hand Tackers 
(Kling-Tite and Hansco). 


Another Hansen time-and-steps saver is the 
VEST-KIT that fits the vest pocket and supplies 
a ready, steady supply of staples. Kit is of 
special design for rapid removal of staples. 


1,000 staples per Kit, 5 Kits per box 
of 5,000 staples. 

















Use this Hansen Tacker-and-Kit combina- 
tion to put your display and sign work on a 


more efficient basis. SEND YOUR ORDER. 


A.L. HANSEN MFG. CO. 


CHICAGO, ILL 


Ravenswood Avenue 


5041 








—the smart new 
mannequins 
that give you 
strength 
without weight! 














With “style-rite’’ mannequins in your 
shop you're absolutely certain of 
fashion-right displays for your coats, 
w suits and dresses. “Style-rites” are 
durably sculptured to exact anatomi- 
cal proportions . . . because garments 
sell best when they’re shown under 
Jobbers: actual wearing conditions! See your 
jobber today; if he is unable to supply 
you with “style-rite”, write to us. 


W rite today 
for facts 
about the 
fast- selling 
**style-rite”’ 
figure line! 





Also, Complete Assortment 
of Children’s Figures 


MANNEQUIN DISPLAY STUDIO 


27-31 Bleecker St., near Lafayette, NEW YORK 
Algonquin 4-8968 

















PHOTOGRAPHIC 


BLOWUPS 


Quality—Service—Economy 


STITES PORTRAIT CO. 


SHELBYVILLE, INDIANA 
Established 1899 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
Baltimore, Md. 


314 N. Eutaw St. 
























Nothing is sillier to me than a dollar-an- 
hour man spending fifteen minutes looking 
for a two-bit screwdriver. 

I might as well confess at the outset that 
neatness and order have always seemed 
second nature to me. Even a dozen years 
ago, when we started the display business 
in the back end of the garage at home, 
every effort was made to keep everything in 
its place. And this principle has been ad- 
hered to as the business has steadily grown, 
necessitating four moves until now we are 
quartered in a building which was especially 
constructed) from our own design, with 
every need possible borne in mind and pro- 
vided for betore the foundation was even 
begun, and to which an annex is to be added 
Soon 

\ll who are connected in any capacity 
with a display studio should feel pride in 
operating it on a systematic basis. Besides, 
system pays dividends. lor example, it was 
not of completeness of stock that a display 
manager spoke first when I called on him 
several weeks ago. When introductions 
were over, he told of having visited the 
plant during my absence and commented on 
how clean and orderly the place is. And at 


various times when advertising managers for 
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isplay Studio Problems 


IT PAYS TO BE SYSTEMATIC 
By “BILL'’ WILLIAMS 


XXVIl. 







Bill’ Williams Display Service, Fort Worth 


large concerns of the North and East have 
visited us, they were kind enough to speak 
of the nice stock of display material car- 
ried and of the type and quality of work 
turned out—but not until they had remarked 
on our studio’s neatness and systematic ar- 


rangement. 

Good work and good service can be pro- 
vided with a minimum of effort under such 
conditions. 

Our organization has a sign and construc- 
tion department, convention booth depart- 
ment, display materials department, and win- 
dow display department. In charge of each 


—Neatness and orderliness begin with the 
building itself in the "'Bill'’ Williams Display 
Service organization, as witness the photo- 
graph at the upper left. Department heads 
and key-men are shown. .. . Upper right, a 
portion of the storeroom for national adver- 
tiser displays. Note the systematic arrange- 
ment which is found throughout. . . . Lower 
left, part of the showroom, with decorative 
papers neatly wrapped in cellophane and 
stored in bins beneath the main display. ... 
Lower right, part of the storeroom for deco- 
ratives of various types, each size and color 
in its own compartment—and in the original 
container or cellophane wrapped to prevent 
soiling— 
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is a man who is responsible for the neat- 
ness and efficiency of his division. Floors 
are waxed and polished and dusty corners 
and cobwebs are taboo. 

In the front of the building are the sample 
room and the office. Immediately back of 
this is a large room, divided in two parts 
The north section is used for storing the 
displays of national advertisers; the other 
section is for display materials stocked for 
resale to department stores, shops, drug 
stores, and other establishments. 

Our very first business activity was in- 
stalling displays for national advertisers 
and we now service 125 national accounts. 
Separate bins are provided for each active 
account. Consequently, if a telegram is re- 
ceived for a check-up so that the company 
will be able to know what and how much 
material to send, an instant inventory can 
be given as the material of that account is 
not mixed with that of somebody else. 

Several hundred dollars were spent to 
construct shelves, bins, and tables so that 
in our shop there is a place for everything 
from the tiny “Cut-Awl” chisels to the big- 
gest and bulkiest of materials. 

Our display material stock has grown 
from a few rolls of corrugated paper to hun- 














Lov PRICE 














fLrP 






































DECEMBER, 1940 DISPLAY WORLD 29 








It Pays to Display 


\ Your Southern Wear 
| on Fresh, Green 


yi Tn | ee 4 eae EATON 
i. fen) hc) GRASS MATS 


These close-cropped velvety-smooth grass 
mats add charm and sales appeal to your 
important merchandise displays. 


jobber. 


EATON BROTHERS CORP. 


( For quick delivery, call your local display 
| mused - - NEW YORK 





















—Mouldings are kept flat in bins to avoid 


WH ‘ NY ier 4 
warping. A cross index system makes it pos- UC RRA AL AiG) ie ang Th ht mane ! 
sible to find any given type of moulding pine a a zit ah eh na i Nita: eA "ee gist 
almost instantly— TEV ii my ae 




















dreds of different types of decorative mate- 
rials. As an example of stock arrangement: 
cellophane fringe is kept in four lengths and 
in various colors and there is a separate 
bin for the 18-inch blue, the 24-inch clear, 
the 36-inch red, and so on. Background 






SEE THEM IN 


19 Gorey 41 


SPRING AND SUMMER 
DISPLAY MATERIALS CATALOG 


materials and drapes are boxed and _ put 
away, protected from dust. On hand are 
over 100 gross of crepe paper, which is 
kept at all times in a specially built and air- 
conditioned room and therefore stays in 
perfect condition. 

We carry sixty-five types of foil and 
chrome mouldings which—instead of being 
kept upright—are kept lying flat, thereby 
preventing warping. The rack with its nu- 








fh 
get 5S goths 
erg gs 


NEVER BEFORE OFFERED IN 


merous pigeon holes, like a section of post- 
office boxes, makes it a simple matter to 
locate almost instantly any kind given—by 


MITTEN’S molded letters 
have the utmost in beauty .. . 11 glamor- 


CORRUGATED DISPLAY MATERIALS 
reference to a chart—up-and-down lines be- on <esone Jaheim = Bit Reserve Your Copy Today 


ing lettered and cross lines being numbered, and durability of Seramik tile. rN a ala a ail aaa aes 
so that “M-4,” for instance, could be found MITTEN’S new catalog points to more THE REYBURN MPG. CO., INC. 
j aes mee , enticing displays for 1941. See your dealer Allegheny Ave. at 32nd St. 
without difficulty by a schoolboy. The price ae Goeite to ve. Philadelphia, Pa. 
per foot is plainly marked under each type. 


Send me a Free copy of your Spring and Summer 
\lso this arrangement enables us to see at 


Display Materials Catalog as soon as released 
i glance the kinds that are running low and BRANSBY & HEWITT 















, i aie le 1600 Broadway, New York City Name 

are due - re-order. 

st Ori niece ola: x ; LOR SALES CO Address 
Whether it is hemlock bark for rustic 460 E. Third St., Los Angeles 


bridges and fences—or material for the col- 
umns. of an old Southern mansion—or spot- 9 re = RR eenieanccencenensdsesesacdssenesnasssssesssrere= 


lights—or grass mats—or artificial flowers 
TROPICAL DISPLAYS 


or marine numbers, everything is in its 
place. 
There are times when shipments coming 
We manufacture a complete line 
of original Tropical Displays and 
furniture. (Set as_ illustrated.) 


in and orders going out cause the place to 
RATTAN TABLES with Dualli 
WON oie ec weaned $9.75 each 
FLEXIBLE BAMBOO SCREENS 
SE ee Ec $ .50 sq. ft. 
FLOOR MATTING — Approx. 
(oo | ieee ae $4.50 each 


Terms, Cash. 10% with order, 
FOB Los Angeles 


















become somewhat cluttered up but, as soon 
as we possibly can, everyone jumps in and 
helps restore order. At the present time, 
due to the holiday rush, our wareroom and 
shipping room seems to us to be in a state 
of wild disorder; nevertheless, we can in- 
stantly place our hands on the type of ma- 
terial needed and can check accurately, in a 
moment, the stock we have on hand. 

In the back is the shop, which turns out 
ill kinds of displays—shadow boxes, silk 
screen work, floats—in short, it is a complete 


[Continued on page 30] TROPIC SHOP. tos ancetes. caur: 









Consult us for all your Tropical Display Needs 
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Seasenalde Ideas... 


By EVERETT SCROGIN 

















Womens 
fo/letries 

























Men's 
appare|! 























~VALENTINE MOTIF DISPLAY CASE: 


Cut-out hearts, red lights inside.. 
Merchandise may also be 
displayed inside cabinets. 
Flicker lights are OK 


Extra Shelves 
for feathers, 


buck/es, ere. 





TN Sy ore 


‘Pint FEATHERS ° 


Hat display, with open 
bird book showing the 
source OF the Feather... 
(Game bird feathers only) 





Map may beg 
@ poster or 
a relief model & 


Rococo borders are 
popular af presenr- 
Avoid ornareness... 


© For = 
QN LEGIBLE LETTERING: Wf;): 
| BLACK OWN YELLOW 


GREEN ON WH/TE 


RED ON WHITE 
BLUE ON WHITE 
WHITE ON BLACK 










Revolving.cylinder: —@—~ « 
slotted.to release tri} ° « 
confetti SNOW: TRI 
oo allah 


<y 
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o 
PONG 3. cr ene PT _ 
WE a Rea 


o|_ Dim light 
a Bright light 

















-TO WATCH THE OLD YEAR OUT - 


Fixture to d/splay watch party 
and whoopee’ parapherna/ia.. 








. FURNITURE DISPLAY: 


. English table, with map 
~ OF England for a back- 
ground. Other English 
accessories may be added 
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WINDOWS THAT DIVIDE 
IN THIRTY SECONDS 
[Continued from page 5] 

mn the seventh floor. Our elevators only 

run to the sixth floor which means a great 
leal of stair climbing and energy wasted. 
lo carry everything we use in the windows 
ip to the seventh floor is a great consumer 
of time. When the architect was consulted 
on this problem, along with that of a furni- 
ture window to be deepened to 9 feet, he 
said: “It will spoil the line to move the 
window back 3 feet and to install a 


Hii 


* : 
ae 
WA RL 


* 
~ 


fixture 


may 





















After 
being 


room is a waste of main floor space.” 
much argument, the management, 
strong believers in good display, agreed with 
me that a 9-foot furniture window was 
sential to better display, and by so doing a 
fixture room The 
management decided that windows 
sell more than “lines.” On the north 
of the front another “fixture room” behind 
the windows is of little value because it is 
crammed with radiators. 

The the entire 
front was built in our display department at 
a great saving, using a patented pre-curved 
material as a base. It was installed 4 
inches back from the glass, giving room for 
window washing. The valance keeps the 
light in the and off the sidewalk. 
It is removable and is made in five sections 
counting the Each window | is 
equipped with sound, with a central record 
changer that plays twelve records and _ re- 
peats automatically. 


€s- 


was also incorporated. 
wisely 


side 


valance across window 


window 
divider. 
A telephone is also a 


time saver in the show window and saves us 
from going out into the store to answer our 


bell. In the south fixture room we have a 
small card bench installed so as to make 
price cards if necessary. 


The apple, stove, and shoe windows were 


stalled as a part of our opening displays. 


During the South Bend “Window Show” 
the stove held a kettle filled with dry ice 

d water which steamed merrily away, 
much to the enjoyment of the crowds. The 


stove copy read: “If you want that slender 
ve-pipe silhouette choose Black with Per- 
san.” The apple window copy read: “Red 
... A truly American color ripens as 


L 


ple 
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a new spirit of fashion rises brilliantly in 
America, for Americans, by Americans.” 

In conclusion, I feel that Robertson's new 
store front is a forward step in display prog- 
ress since it shows that much can be done 
to eliminate three great robbers of the dis- 
play department's time. Most important of 
all, it has given us more time to devote to 
better selling displays—and I believe that its 
worth fighting for in any store. 


Detroit Club 
Activities 
Ralph D. Johnson, treasurer of the Detroit 
Display Club, reports a variety of activities 
on the part of the local group. “The club 
held a farewell luncheon on November 14 
in the Fireside room of the Cafe Old Madrid 
in honor of John T. Chord, who has resigned 


as display coordinator for the Ernst Kern 
Company. Frank Whitelam, R. H. Fyte 
Company, was master of ceremonies and 


presented Chord with a gold-mounted pen 
and pencil set as a token of friendship, good 
will, and best wishes on behalf of the club. 
Chord’s 
display 

Chicago. 


new position will be as_ interior 


Marshall Field & Co., 
During his tenure at Kern's, he 


director for 


was very active in his support of the local 


club; as director of demonstrations at the 
recent Detroit convention of the Interna 
tional Association of Display Men he did 


an outstanding job. Mrs. Chord also gave 
generously of her time in active support of 
the 
and it is 


Ladies Auxiliary, serving as treasurer, 


with regret that we see this in- 


teresting young couple leaving our city. 


“John C. Nichols, formerly display director 


of Wanamaker’s, Philadelphia, succeeds 


Chord at Kern's. Nichols was more _ re- 
cently sales representative and = designer 
for Bliss Display Corporation, New York 
City. Prior to that he had served on the 
display staff of Oscar Luke, J. L. Hudson 
Company, Detroit, under the direction of 
Charles F. Wendel. 

“The Community fund window display 


announced at the 
regular monthly meeting of the Detroit club 
by President F. FE. Anderson, also of Hud- 
They first Charles F. 
Wendel, Hudson's ; Heidt, 
Crowley, Milner Company; third, Stanley S. 
Robinson, Montgomery Ward & Co. In the 
specialty shop division prizes were awarded 
as. follows: first, 
Hughes & Hatcher: 
cart, Annis Fur Company; 
Whitelam, R. H. Fyfe 
James David Buckley, Saks-Fifth 
fiith, Kenneth W. Kopp, S. S. 
“The Sweetest Day 
test downtown dis 
trict, Frank Whitelam, Fyfe’s; outlying dis 
David Buckley, Saks’.” 


contest results were 


son's. prize, 


are: 


second, G. L. 


Overmier, 
Cath- 
Frank 

fourth, 

\venue ; 

Co. 


Grover F. 
Marvin 
third, 
Company ; 


second, 


K resge 


window display con 


was also announced: 


trict, James 


Rosenthal Now With 
Capitol Dress 


William Rosenthal, formerly with Hart- 
ley's, as display manager, has joined the 
Capitol Dress Stores, Miami, in the same 
capacity. 

New Haven Firm 
Changes Address 
Universal Window Display Service, has 


moved to 248 Park street, New Haven, Conn. 
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GLAMOUR 
---On Display 


There isa big Story behind the display 
opportunities available to vou with Fairy 
Allure-ettes, Fairy Proportioned Forms, 
and Fairy Ankle-Hi Forms. This is the 
story of beautiful, glamorous displays, 
literally packed with allure and an exotic 


appeal that creates a real buying urge. 


The three folders illustrated above tell 


vou this important story concisely but 
interestingly. They illustrate and de 
scribe the Fairy Form styles that are 


proving so popular throughout the nation 
today. They may suggest many display 
ideas and opportunities that will prove 
valuable to you during the busy winter 


and spring sales seasons. 


ach ot the folders is complete with 
full details regarding colors, sizes and 
prices as well as other facts that you will 


want. 


Ilrite today for your 
folders 


SHOE FORM CO. Inc. 
AUBURN, N. ¥. 


“Glamour on Parade” 
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Selling Photograph 
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ic Goods 


With Ihe Aid Of Display 


Displays play an important part in the 
merchandising of Agfa films, cameras, and 
photographic materials. That broad and 
rather general statement may seem typical 
of any American industry, but in the photo- 
graphic field there are a number of factors 
and requirements which make the production 
and distribution of display material some- 
what unusual and particularly interesting. 

In the merchandising of photographic 
film, for example, one essential requirement 
of an effective display is the characteristic 
of showing, by the best possible reproduc- 
tion, a good photograph—in keeping with 
the theory that the customer is buying pic- 
tures and that the film is but a means to the 
end, although a very important one. Those 
familiar with the problems of display pro- 
duction can appreciate how this one factor 
alone adds to the normal problems of dis- 
play production, 

While consumer advertising, trade adver- 
tising, sales promotion literature on various 
products, catalogues and other similar ad- 
vertising activities are necessary in any bal- 
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By ROBERT M. DUNN 
Agfa Ansco, Binghamton, N. Y. 





anced advertising program, a large portion 
of Agta Ansco advertising involves the use 
of various types of display material which 
will be useful to promote business at the 
point-of-sale. It is perhaps easier to under- 
stand the part played by display in our ad- 
vertising if the various types of display ma- 
terial are considered individually. 

Perhaps most interesting, because of their 
size and colorful appeal, are the series of 
display sets designed for use in the win- 
dows of dealers who handle Agta film. For 
the 1940 picture-taking season three large 
and colorful displays were made available. 
The first display incorporates an unusual 
construction design which doubles its useful 
life to the dealer. Furnished as a center- 
piece (pictured) standing 33 inches high 
with two flanking sidecards 16 inches high, 
the display set is printed and finished on 
both sides of the card. Each of the dis- 
plays is attached to its individual easel by 
a special scored fold at the top of the dis- 
play so that each card can be easily flipped 
over from one side of the easel to the other. 




















































This method of construction furnishes a su 
stantial support for the card and at the sar 
time makes it easy for the dealer to alt 
nate the sides used and thus obtain twi 
the useful life from the display set. T! 
second and third displays also employ 
centerpiece with flanking sidecards of a si 
comparable to the first display set. 

All three displays sell the idea of photo; 
raphy, with dominating pictures that are not 
only human and lifelike but also outstanding 
in their photographic excellence and mechan 
ical reproduction. Color plays an important 
part in the pulling power of the three di 
plays, the first set employing brilliant orang: 
and gold on one side, with two shades of 
blue on the reverse panel, to serve as appro 
priate mounting for the photographs and 
sales message. 

Further to enhance their usefulness to the 
dealer, the sidecards of each display set ad 
vertise developing, printing, and enlarging 
services which the dealer offers. The dis- 
play sets are furnished free and are supplied 
on three separate dates, shortly before the 
peak selling seasons of the photographic 
trade. 

Smaller but related displays are also de 
signed for use within the store or on the 
sales counter. One of these, institutional in 
character, employs three giant cartons for 
props and uses a moderate-size card to em- 
phasize the film’s guarantee and identify its 
American manufacturer. Another display 
usable in windows or on counters promotes 
Agta cameras and shows picture sizes of 
various models. Individual counter cards are 
also produced for display of new camera 
models whenever they are announced. 


To supplement the window display sets in 
trimming dealer windows, a large variety of 
related material has also been designed and 
made available. Brightly-colored window 
streamers in a_ variety of designs have 
proved useful in dressing up store fronts and 
in promoting film sales on holidays or spe- 
cial week-ends. 
in very large quantities by the trade and 


These streamers are used 


while they are, of course, temporary in na- 
ture, they have proved extremely versatile 
and flexible in use and consequently bene- 
ficial to retail promotion activities over the 
summer week-ends when peak sales of pho 
tographic film occur. Dummy cartons, both 
in regular size and in giant size, are also 
used in large quantities to serve as a con 
tinuing reminder of Agfa film. All these 
items are provided for dealer use without 
charge. 

For more permanent display purposes, 4 
number of items are furnished at a portion 
of their manufacturing cost. A 5-foot awn- 
ing banner, brilliantly colored and dura!le 
for outside use, has been found very effcc- 


1g 


tive in promoting Agfa film and identifying 
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\efa dealers. Metal flange signs and 
bracket metal signs have also been used for 
Smaller but equally 
colorful decalcomanias have been found ef- 


this same purpose. 


fective for door and window use to identify 
Agta dealers and promote film sales. Small 
electric signs, trimmed in blue, orange and 
chrome, and designed to fit on cash register, 
counter, shelf, or in the window, have also 
proven popular as a permanent identification 
piece for Agfa film dealers. 

\ related unit is the all-glass film and 
camera display cabinet which combines the 
functions of product storage and display and 
has been widely used by dealers who have 
found its convenience and compactness valu- 
able assets in sales work. 

Space limitations prevent a more thor 
ough description of the design, construction, 
and application of these various pieces of 
\gfa Ansco display material. The foregoing 
description should, however, serve to indi- 
cate the variety and diversification of dif- 
lerent types of display material which have 
Proved effective in promoting sales of film 
and cameras. Some of the requirements of 
this material are, of course, peculiar to its 
held. The emphasis on real, convincing pic- 
tures and the need of outstanding photo- 








—Fashion news from Palm Springs, Miami, and 

other resorts again focuses attention on 

sportswear for men. Here is how two well- 

known displaymen handle play togs. Above, 

by V. M. Curto, J. C. Penney Company, 

Lansing. . . . Left, by H. L. Kauffman, C. H. 
Yeager Company, Akron— 


graphic quality in reproduction are factors 
which might not be equally necessary for 
other advertisers. But the simple, powerful 
layouts, the supporting use of color and the 
planned distribution are factors which oth- 
ers interested in display production may 
find helpful to consider in their own activi- 
ties. 


Flexees Contest Won 
By Rosenblum 

First prize of $150 in the nation-wide 
Flexees window display contest held re- 
cently by Artistic Foundations, Inc., New 
York City, has been awarded to Morris 
Rosenblum, L. Bamberger & Co., Newark. 

Winners of $50 prizes were Orville Mce- 
Cray, The May Company, Denver; Bullock's, 
Los Angeles; The Golden Rule, St. Paul; 
Frank G. Bingham, Robertson’ Brothers, 
South Bend; Dickson-Ilves Company, Or 
lando, Fla.; E. Fay Brown, Hartley's, Fair- 
mont, W. Va.; Armstrong Collier Com- 
pany, Oil City, Pa. 

Twenty-five dollars went to each of the 


following: William Scharninghausen, City 


of Paris, San Francisco; Myron Nelson, 
Carman’s, Omaha; A. E. Ortquist, Frei- 
muth’s, Duluth; H. Hammerschmidt, Hill 
Brothers, Sheboygan, Wis.; The Style 
Shoppe, Winter Haven, Fla.; H. A. Haw- 
kins, Schleisner Company, Baltimore; Nevin 
Wolf, Greensburg, Pa.; John Scott, Swern 
& Co., Trenton. Consolation prizes ot $10 
each went to Sears & Co., Snyder, Texas; 
W. T. Fountain Company, Greenwood, Miss., 
and The Outlet Company, Providence. 


Booklet Gives Directions 
For Handling Plastic 
Rohm & Haas Company, 222 West Wash- 
ington square, Philadelphia, has issued a 
booklet giving detailed instructions for the 
handling and working of “Plexiglas” plastic 
sheets and rods manufactured by the com- 
pany. Copies are available on request. 
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OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absolute 
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Hart Schaffner & Marx Survey 
Stresses Importance Of Display 


Of all the induce 
enter a ranks 
according to a survey made among 2,046 men 
in six cities by Hart Schaffner & Marx, Chi- 


men to 
first 


factors which 


store, window display 


cago. The survey was actually conducted by 
The Corporation of America, 
nation-wide and all inter- 
views were made with men whose estimated 


$1,500 and 


Psychological 
research bureau, 


annual income between 


$5,000 per year. 


ranges 


In order of importance, here are the reasons 


advanced by the men for patronizing the 
stores where they purchased their last suit: 

Window displays—17 per cent. 

Recommended by friends or relatives—16.2 
per cent. 

Personal contacts with store—13.2 per cent. 
Believes store offers good value—10.3 per 
cent. 

selieves store carries quality merchandise 
9.6 per cent. 

Store has reputation of dependability 
6.1 per cent. 

Special sale—5.6 per cent. 
Credit policies—5.6 per cent. 

In summarizing the results of the survey,” 
Hart Schaffner & Marx make this statement: 
“Perhaps none of us have fully appreciated 
The re- 
sults of this survey certainly bring out the 
significant part play in in- 
fluencing a man to come into your store.” 
And as further example of what this famous 


company is doing to insure better display for 


the importance of window display. 


good windows 


their dealers, we quote from a letter by E. R. 
Richer, advertising director: ““We considered 
the results of this survey so important that 
while up until the time the survey was taken 
we had been handling our own display work, 
we immediately felt that we were not 
equipped to do so any longer and turned our 
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entire display problem over to a well-known 
display firm to handle. 

“A lot of stores believe they have known 
how important windows were in influencing 
people into their stores, but plenty of people 
had their eyes opened when we published the 
facts we unearthed in this survey.” 

And so it goes: one important firm after 
another—once they make an effort to ascertain 
the true value of display—places this adver- 
tising medium squarely in the van of their 
promotional efforts. 





*In order to be complete, it should be 
mentioned that the answers to several other 
questions were found in the interviews: (1) 


Men are primarily concerned with fit in 
buying a suit; (2) 59.9 per cent of them 
prefer a nationally advertised brand; (3) 
65.6 per cent were familiar with the name 


Hart Schaffner & Marx; (4)and 51 per cent 
preferred that brand; (5) 49.6 per cent placed 
more confidence in the advertising by manu- 
facturers of national brands, but (6) 58.3 per 
cent relied more on the retail store in buying 


a suit than on the manufacturer. 





Display Industry Reflects 


Increase In Business 

The manufacturers and distributors of 
display materials and equipment just 
concluding one of the best years in the his- 
tory of this industry. Reports coming 
through from all parts of the country are 
enthusiastic over the amount of business 
done during 1940, with particular emphasis 
on the Christmas season. Some display pro- 
ducers have been compelled to work three 
full shifts; others have added materially to 
their manufacturing and shipping forces. All 
in all, it looks like a really Merry Christmas 
for this field. 

There is evidence, too, that this tide will 
continue next year—not the rush and bustle 


are 


of the present Christmas season, of course, 
but a substantial increase in 
the year just ending. Display appropriations 
few per- 


business over 


are being upped again, and the 
points which this adds on to the 
display department's appropriation can be 
translated into thousands and thousands of 
dollars when multiplied by all the stores in 
which these advances are being made. The 
coming year should be a record one for the 
industry. 

This is 


centage 


display 

generally 
The great- 
est gift-giving season in history is just ap- 
proaching its climax as this is written, and 
predictions are that the physical volume of 
merchandise exchanged this season will be 


reflection of 
good business in the retail field. 


really a 


the heaviest on record. 

Quoting from a release from the National 
Retail Dry Goods Association: 

“Taking the department store field as a 
dollar department, dry 
goods, general merchandise, and apparel 
stores may be expected to total $1,350,000,000 
during the four weeks from Thanksgiving 
to Christmas, figured on the basis of an an- 
ticipated per cent for 
the four-week period. The Federal Reserve 
Index of department store sales for Decem- 
1940, may be therefore, to 


criterion, sales in 


sales increase of 8 


ber, expected, 


climb to as high as 103, less than 6 per cent 
under its record high of 110 in December, 
1929. 
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“Since the prices of department store a 
cles were roughly 20 per cent higher in ¢ 
Christmas season eleven years ago than t 
are now, however, actually the amount 
business this year in terms of the it 
which make up Christmas shopping lists 
be considerably higher than in any previ 
holiday season—in fact going as high as 
per cent more in physical volume in m 
departments of the average department st. 

“The record retail buying this Christ: 
will be a reflection of the generally ris 
tide of business activity and employn 
which began in 1939, and has been acce! 
ated largely in recent months by the 
tional defense program. The rise in Chri 
mas club savings this year to a total 
$365,000,000, an advance of 4.5 per cent 0, 
1939, is indicative of the general trend a 
will be one of the strong contributing fact 
to the big Yule shopping period.” 





"Business Bottleneck’ 
At The Point-Of-Sale 


There is food for thought on the part 
many manufacturers of articles designed for 
consumer purchase in a statement by J. | 
Wood, general credit manager, Johns-Man 
ville Company, before the Sales Executives 
Club of New York City. 

Wood asserted that millions of dollars 
are tossed away each year in wasteful retail 
advertising “because the appeal of the ad 
vertising is not turned into action by planned 
selling at the point-of-sale, because manu 
facturers of consumer goods have not been 
thinking in retail terms. Nothing is ever 
sold until it is consumed. Those of us who 
sell products for resale have, in many cases, 
been troubled with acute indigestion—indi- 
gestion of our products on retailers’ shelves. 
And we've been treating it with a_ hypo- 
dermic of promotion instead of a_ high 
colonic of point-of-sale action. Planned 
selling is a potent aid in increasing con- 
sumption. When it is lacking, the buyer 
takes a walk right out of the market.” 

Planned selling, yes, but many a manufac- 
turer would benefit also by the realization 
that carefully planned display at the point- 
of-sale can successfully take over much of 
the onus of moving merchandise. 





Lithography Booklet 
Is Now Available 


“It will be years before the full 
can be written on ‘Living Lithog- 
raphy’,” points out the foreword of an in- 
formal “Report on Living Lithography,” 
which has just been issued by the Lithog 
raphers National Association, “because the 
ramifications of this particular project are 
so many and so varied.” Copies of the r 
port are available on request from the asso- 
ciation’s headquarters at 295 Madison ave 
nue, New York City. 


several 
report 


Different Quarters 
For Display Firm 

Due to enlarged business A. J. Robins & 
Brothers has removed to new quarters at 
241 West 36th street, New York City. The 
firm specializes in chrome metal and wood 
display fixtures, papier mache display forms, 
and mannequins. 
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LIGHTING ESQUIRE'S "FAIR" 
[Continued from page 13] 


Consideration was always given to the 
color of the merchandise so that when the 
package was of light surface the amount of 
illumination could be less, while dark sur- 
faces required more. The liquor section, be- 
cause of the color of the merchandise, re- 
quired unusually intense light to give the 
final attractive effect. 

To stay in key with the Christmas feeling, 
we designed a bell-shaped lighting unit in a 
shade of red which was both colorful and 
timely. These are used inside the fair 
over a sloping ramp, in six batteries of six 
lights each—tied together in a common 
trough, as seen in the middle photograph. 
Each group is laid out by the designer to 
take account of the slope of the ramp, and 
each of the six batteries is on a different 
horizontal level. 

Pendant units—red_ ball-shaped lights 
with white stems 25 feet long—are used in 
the windows to conform with the 
motif. During the day when people look in 
the windows they see color harmonizing with 
the green background. At night these units 
brilliantly light up the fair’s identifying 
sign. 


color 


One of the most popular features at the 
Christmas fair is the battery of miniature 
store windows in which merchandise is 
highly dramatized and can be approached at 
close range by the customers. Color is used 
judiciously in these and unusual effects are 
attained. (It should be said here that Tom 
display manager for Bonwit Teller, 
New York City, created costumes and dis- 
plays for the fair.) 


Lee, 


Each miniature store window is equipped 
with a simple lighting set-up. Two 3-inch 
units with glass color filters take care otf the 
accent lighting. Between these, to permit 
general lighting, is a special strip light 
enclosing two 40-watt tubular reflector 
lamps with provision for inserting 
filters. 


color 


The final effect in each miniature window 
was wrought by 
tween Designer 
writer. 


conference  be- 
Heller and _ the 


personal 
Robert 
The miniature window idea is one which 
can be readily adopted at low cost by any 
retail store, and is one inexpensive way of 
bringing window display into the store. 


Installation Firm 


Adds More Space 


Additional space has been added to the 
quarters of Fair Trade Merchandising As- 
sociates, Inc., at 551 West 52nd street, New 
York City, according to Nathan Sedley, 
president. The display installation firm, 
formed three years ago, now has a staff of 
forty. 

Change Of Location 
For Carleton 

Hal M. Carleton, display consultant, has 
moved to 165 East 32nd street, New York 
City. Before entering business for himself, 
Carleton was with B. Altman & Co., Frank- 
lin Simon, and S. H. Kress & Co., all of 
New York City. 
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SANTA REIGNS SUPREME 
IN LOS ANGELES 
[Continued from page 7] 
Peter Penguin's orchestra from Santa Claus 
land entertains. Dominating the “ice-clad” 
scene were twenty-three 80-pound penguins. 
Fifteen of the papier-mache models made up 
the orchestra and a quartette, while eight 
others ice skated to the music and other- 
wise displayed their pleasure. Each penguin 
had its own individual performance to do, 
as the electrically controlled mechanism 
worked their arms to play instruments or 
their mouths and legs to sing and skate. 
Recorded Christmas tunes were synchron- 
with the movements. At the end of 
each performance, which was continuous, the 


ized 


leader spins around and addresses his audi- 
ence, putting in a plug for the store’s toy 
department. The arctic setting was very 
unusual and costly. Display Manager Carl 
W. Ahlroth had the cooperation of the movie 
studios in the construction of the iceberg. 
A combination of plaster, silica, ground 
glass, and white flakes produced the snow 
appearance. 
some on the iceberg and others on the floor 
completed this all-white display. 

A childhood came to life in the 
next window, from another prominent down- 
town store. 


A selection of Christmas toys, 


dream 


Several hundred yards of white 
muslin formed a tremendous billowy cloud 
which covered most of the window floor; an- 
other similarly constructed cloud hung from 
the ceiling. Between was a cellophane ice- 
berg with Santa Claus and his sleigh full 
of toys revolving around it. The lower 
cloud revolved in the opposite direction, 
making Santa appear to travel fast 
Stars made of cellophane straws were sus- 
pended from the ceiling to make the sky 
complete. In_ the many 
varieties of Around 
the base of the display tiny 
model homes with palm giving the 
appearance of the earth looking up to the 
creation 


very 


foreground 
toys for the children. 


were 
were several 


trees, 
above. 


New Formula Makes Possible 
""Home-Made” Plastic Letters 

Displaymen are now able to make their 
own plastic letters through the products of 
the Styloplastic Lettering Company, which 
has opened new quarters at 168 West 23rd 
street, New York City. The firm is to mar- 
ket its newly devised system for producing 
raised letters through plastic powders and 
a solution formula, together with lettering 
equipment supplied by them. All standard 
colors including gold and silver, but except- 
ing clear white, are to be had, and lettering 
is produced from the thinnest font required 
to the heaviest or widest, in script types or 
separate letters and numerals. The special 
paste that is supplied, in solution with in- 
gredients furnished, dries and adheres in 
about two hours after it is applied. Letter- 
ing can be placed on such surfaces as glass, 
wood, metal, cardboard, and the like. Liter- 
ature is available from the above. 


Medley Joins 
Richman 

Formerly in charge of display for Harvey 
Brothers, Lincoln, Neb., Charles Medley has 
joined Richman Brothers, Omaha, in the 
same capacity. 


address 








Displayman! 


v 


For your help 
in our 300% 
sales increase 
during 1940 

we say — 


Thanks 


a million 
Ww 


You will be 
making the 
right start 

for the new 
year by send- 
ing for our 
1941 Big Spring 
Catalog. 


wv 


The entire Schack 
organization 

extends the 

season's greetings 
and a wish for health, 
happiness and 
contentment. 


- 


SCHACKS 


319-327 W. Van Buren Street | 
| CHICAGO ILL. | 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS 


Mar ™ 


The 
“ARSTAIRS 
( The Perfectly Balan 


ho Cares Says: 


cod Blend 


—Attractive packaging con- 
iributes to the beauty of the 
luminous gardenia—a myste 
rious glowing flower by night 
and a dainty accessory by 
day. Monsanto luminous plas- 
tic is molded in the delicate 
petals. Packaged in rigid 
transparent Vuepak— 


—The new Benson & Hedges 
display makes good use of a 
full-color close-up of a lovely 
girl, together with package 
prominence. Designed, con- 
structed, and reproduced by 
Einson - Freeman Company, 
Inc., Long Island City, N.Y.— 


—The Squirt Company's dis- 
play is one of the first to be 
injection molded of plastic. 
It is of colorful red and yel- 
low Tenite, fitted with suc- 
tion cups for semi-permanent 
installation. Molded by Al- 
lied Plastics Corporation— 


—A wire rack display for 
Carstairs White Seal whiskey 
shows five bottles surmount- 
ed by the familiar white seal 
and ball. Compact, sturdy 
and colorful, the display is 
also pilfer-proof— 


—A new idea in packaged 
bottle display is found in the 
current units of Schenley 
Distillers Corporation, New 
York City. Each package 
bears a complete decorative 
pattern and when four are 
placed together the patterns 
combine into a complete 
Christmas picture— 


—Keyed to the current patri- 
otic spirit, this distinguished 
Americana display is an au- 
thentic reproduction of the 
Federal mirror motif. The 
spreading eagle is the new 
molded Kaycarved wood 
plastic finished in gold. De- 
signed and manufactured 
for Rheingold by Kay Dis- 
plays, Inc., New York City— 


—The new Christmas tree 
unit for Three Feathers whis- 
key stands 40 inches high 
and carries a giant full-color 
reproduction of the pack- 
age. This is superimposed 
against a brilliantly colored 
Christmas tree— 


—Lithographed in full color, 
this Pacquin hand cream de- 
sign is reproduced on three 
sizes of display cards. Copy 
is kept to a minimum. Cre- 
ated and produced by The 
Forbes Lithograph Company, 
Boston— 











DECEMBER, 1°49 





FAMILIAR CHRISTMAS THEMES 
A LA NEW YORK CITY 
[Continued from page 11] 
center, page 10) placed on the store front 
between the large and presenting 
accessories worthy of the caption “Christmas 
Allure” or “Christmas Sparkle.” 

The glass front box is enclosed in a 
square white wood case centered with an 
oval picture frame showing copper trim and 
presided over by a white plaster eagle, in 
keeping with the size of the unit. Metallic 
paper or striped satin is used for the back- 
ground to the “still life’ carried out with 
glove and costume jewelry or other giit ac- 
cessory items. Illuminated from either side 
by crystal candlesticks and carrying out the 
holiday atmosphere with garlands of Christ- 
mas greens, these settings tie up effectively 
with the trim of the store front showing 
garlands of pine and a great white plaster 
poised directly above the entrance 
doors, his splendor heightened at night by 
brilliant concealed lighting. 

“A Merry Christmas is an 
Christmas” made the telling message 
by Stanley Fort in the two windows ot 
Slater’s Fifth avenue Patriotism and 
the Christmas spirit are effectively combined 
here. The American flag was executed in 
Christmas tree balls in the red, white, and 
blue colors built against a wire frame (which 
was completely concealed) and using candy 
canes as standards with garlands of greens. 

At Wallach Brothers, Carl Adler feels that 
the special problem in designing Christmas 
“cluttering” up the 
small units as 


windows, 


eagle 


American 
used 


store. 


displays is to avoid 
window and for this reason, 
shadow-boxes were used for the 
cessory gifts, items which also complemented 
the larger merchandise unit on the right. 
The frame tor these two small stage-like 
settings was finished in blue, green, or red; 
white with the 


smaller ac 


the walls of the niches are 


floor of the case either in black or in white, 
the merchandise in white shown against the 
black and vice versa. These units also al 


lowed for individual lighting. 

The curved backwall panel was covered in 
thin sticks of light stained 
to give a fluted effect. Leafless winter tree 
branches were silver finished and hung with 
the colorful Christmas tree balls. “Evening 
Clothes for Winter Festivities” 
tured with gift certificates 
boxes, handkerchiefs 
In adjoining 


wood arranged 


were fea- 
and gift 
grouped 


here 
gloves, and 


around the base of the tree. 


displays, robes, business suits and other 
larger pieces of merchandise were thus 
combined with the small units. 

Three windows are being used at Saks- 
Fifth Avenue by Display Director Sidney 


Ring for presenting luxury gifts. In each 
setting, cases of the luxury type with antique 
glass frames are set against rich velvet 
backwalls finished in old gold velvet, quilted 
pattern gained by narrow satin binding in a 
complementary tone of old gold. 
white picture frames center the red 
wall of each case, the gift items 
from this point united with those in the fore- 
centered 


Red and 
back- 


starting 


ground by a frosted glass streamer 
with a Christmas red grosgrain ribbon. The 
further adorned with 
extending from either 
to the top of the window. 
satin draperies frame the window. 


front of the case is 


holly and pine cones, 
side of the 


Old gold 


Case 
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l. A. D. M. NEWS 
[Continued from page 17) 
A. Ware, 
& Shand, Lancaster, Pa.: “I 
with the decision reached 
N. R. D. G. A. at this particular 
want to congratulate you and 
president, Joseph B. McCann, on the fine 
leadership and financial condition of the 
I. A. D. M.” 
Charles  F. 
distributor, Les 


Lamont display manager ot Wati 
heartily agree 
regarding th: 
time. | 


also yout 


manufacturer an 
Angeles: “I fully agree 
with you that it would be unwise under the 
reported to consider the 
N. R> DG. A.” 

Macey’s, St. Paul: “It 
acted wisely 
affiliation at 


Johnson, 


circumstances as 
affiliation with the 

C. E. Shoemaker, 
is my belief that the committee 
in their rejection of such an 
this time.” 

Oscar Lee, Crystal Fixture Company, Chi 
“Answering your letter of November 
13, | am heartily in accord with the 
of the committee declining the N. R. D. G. A 
invitation. While the financial considerations 
are ample in my opinion tor a_ negative 
I think there is another point that 
is also very important. Namely, that the 
scope of the N. R. D. G. A. is not. suff- 
ciently interests of our 
membership.” 


cago: 


action 


decision, 


broad to cover the 


fear of the 
in this procedure, of 


| entertain no 
“irregularities” 
or with cries of 


consequences 
of any 
which I was accused, 
ing a majority of our membership,” 


“ionor 


because 


I have been guilty of no irregularities and 
paying attention to our membership is right 
up my alley. In almost every letter that we 
send to our members I ask for their indi 


vidual opinions and am disappointed when 
I do not receive more personal comment. | 


do fail to see any reason for adverse com 
ment on the foregoing. 
I can not condone this accusatory action 


other than a 
unrest and disturbance 


as anything poor attempt to 


cause in our organi 
zation. 
Furthermore, the writer of the column 
critized the 
Wednesday afternoon at our con- 
Erwin Hiffman submitted 


that a 


which committee action, states 
that on 
vention in Detroit, 
a fair which 
committee be appointed to go to New York 
to meet with N. R. D. G. A. This 


This motion was made at the 


resolution proposed 

officials. 
is an error. 
hoard of directors 
general meeting and the 
by Joseph McCann while 


meeting preceding the 
motion made 


Hiffman was pre 


was 
siding as chairman of the board of directors 
The motion was read by the wh» 
Hiffman, as chairman of the 
from the floor 
intended to 


secretary 
questioned 
board of directors, regarding 


the names of those whom he 


appoint on this committee. 
I want to from the 


beginning the N. 


further explain that 
KR. DG. did not bring 


up the idea of an affiliation with the I. A. 
ID. M. and our meeting and any prelimina 
ries were arranged at the request of this 
othce. In order to avoid offending the 
N. R. D. G. A., who were kind and courte- 
ous to us and who spent their time and 
efforts trying to work with us, we did con- 
sider it unwise to make any more than a 


simple statement of the most important facts 


discussed. 
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IT’S UNANIMOUS! 


MOTION 


IN DISPLAY 


ATTRACTS ATTENTION 
STIMULATES SALES 
INCREASES PROFITS 





Roto SHo 


ELECTRIC 
TURNTABLE 
DISPLAY 





ROTO-SHO adds action 
jon to ONY window = c 
pe e Catcher” that displa 
“EY 


ntage- 
Vest advo 
dise to its fe carries 


Costs only 
Sixteen 
als? 


ountert. 
ys merchan 
Revolves 


from 2 


3 times each minute: 
200 pounds. 


il- 
other size tables ava 


mir 


a 300 Model 


All Roto-Sho = Roto Sho me: 95 
s are guar- 








chine 
anteed for ! yer 
Send for 
Illustrated Leaflet 
Ns asic esp ech ee een 
ADDRESS.... 


KLARION 
MERCHANDISING CORP. 
17 West 45th St., New York City 








Philadelphia's Largest Display Center 


ADVANCE DISPLAYS, Inc. 


1020 ARCH ST. PHILADELPHIA, PA. 
If It's New in Displays — We Sell It 














For all spring display needs—see us. 
100 Styles 

CORONET To Select From 
mannequins Misses, Juniors 


and Stouts 





Write for Catalog “DW” Today 


THE DISPLAY EQUIPMENT CORP. 


147 WEST 37th ST. NEW YORK 








@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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The Qshion-'Vane. — 








Hello there! We've been waiting for you 
to turn the page and find this new column 
in DISPLAY WORLD. Now that you 
have, introductions are in order. No doubt 
you're an old friend among these pages. 
Fine! We're happy to meet you. 

’Though a stranger here today, we’re look- 
ing forward to making friends. Do you 
pass this way each month? Let's keep a 
date to check fashion doings together. 

DISPLAY WORLD has set up The 
Fashion-Vane to bring you the first stirrings 
of style news, because many a fashion blows 
up before promotional sails are fully un- 
furled. Readings from The Fashion-Vane 
will tell you which way the trend-winds are 
blowing and from where, for display promo- 
tional ideas and general information. 

We all know that current interest in 
everything South American has given color 
a big push, although it is a theme that Cali- 
fornia lines especially have been populariz- 
ing for several seasons. Those at first 
sweet and low, but now strong trend-winds 
from the West Coast have whipped up a 
veritable gale of color that’s swept across 
the country. 

Even before the Paris exit from the sphere 
of influence this had begun, for the Amer- 
ican woman's liking of color was being en- 
couraged on this side of the Atlantic. The 
South American slant on color was scarcely 
needed to keep color in the fore, but it fur- 
nished a new approach. 

It is a well established fact that we the 
people want color, light or bright, and that 
we aren't going to give it up even though it 
has had quite a successful run and now 
might wane as fashions will. Instead, color 
promises to be the bright spot in January 
promotions. 

This is all to the good, since there seems 
to be a bit of a calm right now, with little 
being done to make silhouette news. Doubt 
arises over acceptance of sloping shoulders, 
the only silhouette innovation at present. 
This silhouette, with its yoke interest and 
some all-around skirt fullness, is different, 
a change indeed trom the current straighter 
line. But manufacturers are proceeding 
cautiously with little hue and cry as yet, 
although even lower priced dress lines are 
introducing it here and there. 

Other themes must be counted on for 
immediate news, and color is the foremost 
of these. What color? Many colors. Your 
Fashion-Vane indicates in fact that practi- 
cally any color can be expected to be suc- 
cessful as a mid-winter promotion theme if 
properly dramatized. 

The following color groups, however, are 
newsworthy and are predicted good for 
spring. The “Naturals,” or “colorless colors” 
comprise one significant group. Second to 
these, or perhaps side by side with them are 
the “All-Sweetness-And-Light” tones, the 
pastels. In their softness they are akin to 
the neutrals, and probably will be almost 
equally, if not equally favored. Certainly 
they've never been actually out of the pic- 


By FRANCINE POT) zz 


ture this past fall and every indication is 
for increased interest in them. 

The third important group of colors is 
made up of the “Staccato” shades, emphatic 
colors of the spectrum from red through 
violet. They will provide lively color con- 
trasts, often in combinations of two or more, 
for mid-winter costumes. Their promotion 
will be especially effective in millinery 





—Francine Post— 


where they will make brilliant headlines for 
January display. 

This trend is expected to carry over into 
spring millinery as accent for the basically 
dark hat or dark costume and as a vivid 
touch with some of the light or neutral 
background tones. In connection with these 
vivacious colors it is important to note that 
the yellow-reds and rosy-reds seem to be 
giving way to the fuchsia reds due to pre- 
sent interest in the typically South American 
violet-reds, rose-violets, and violet-blues. 

But to return to the first color group, 
namely the “Naturals,” it will be these 
answers to the dry cleaners’ prayers that 
will provide early fashion interest in cos- 
tumes. Suits, dresses, and spring coats will 
come in these tones that will range from 
tan and beige and oatmeal shades to the 








With this issue DISPLAY WORLD 
begins a fashion forecast column writ- 
ten exclusively for displaymen by 
Francine Post, outstanding fashion au- 
thority and for the past two years 
stylist for one of the country’s leading 
newspapers. We believe our readers 
will find this column particularly help- 
ful since it is written with display pro- 
motions in mind and condenses a 
wealth of information from a dozen 
different sources. . . . Miss Post’s back- 
ground is well suited for such a col- 
umn, since her practical experience 
includes department store copy-writ- 
ing and a number of years as adver- 
tising manager for a well-known spe- 
cialty shop. Prior to that time she 
majored in journalism at the Univer- 
sity of Wisconsin. 
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most neutral of neutrals and lightest oi 
sandy shades, scarcely more than off-whites 

Of course there will be accessory series i: 
some of these go-with-everything neutrals: 
proven already and good for an encore as 
accessory line-up is the light California 
saddle leather color in shoes, belts, bags 
and gloves. They can be promoted for early 
as well as spring wear. 

Speaking of spring shoes, blue, black, 
brown, and beige are expected to lead as in 
ready-to-wear. Featured will be, for high 
style, gabardines or twill fabrics with suede 
trimming. Patent will be higher fashion as 
a trimming than it will be as an all-over 
material. Calf and kidskin will be in evi- 
dence and elasticized material and Vinylite 
will again be used. 

With the trend strongly to all that makes 
for comfort in shoes, fashion emphasis will 
be largely on color. The brown family, from 
the light beiges to antiques and dark browns 
are worthy of fashion promotion. Mark 
these as definitely significant. 

Gloves will be good in matched beige to 
brown series, as well as in all shoe colors. 
But bright contrasts, or pastel contrasts that 
match the hat will also be good. Particu- 
larly with the mid-season black-and-white 
and brown-and-white, or colorful prints the 
bright glove will be good. 

As shoes go, so go bags, generally speak- 
ing, and they'll be teamed in color and fab- 
ric. However, bag, hat, and glove ensembles 
will provide bright display spots. Note- 
worthy in cruise collections, and to be dupli- 
cated for mid-season application, are color- 
ful hat and bag, or bag and scarf teams. In 
silhouette handbags are larger, softer, and 
the big under-arm bag is news. 

Hats show marked South American influ- 
ence, in silhouette as well as in color. But 
as in ready-to-wear, established styles con- 
tinue, and a majority of hats go on showing 
front hair and will do so right into spring. 
Here again, color offers the most news, 
though South American shapes should not 
be undervalued. 

Of course we're going to sce more of 
South American fashions. The established 
straight look, with fullness provided by all- 
around pleats or subtle placed drape may 
give way to the South American sloping 
shoulders, yoke treatments and fuller skirts. 
Certainly there is gradual narrowing of 
shoulders in dresses. But right now the 
slim silhouette prevails, with only slight 
deviation in the sarong skirt or the new 
skirt in which fullness sweeps, peacock-like, 
to the back. 

By day the two-piece look continues and 
promises ready acceptance for new jacket 
dresses and new suits. Suits and blouses 
can’t be promoted too early. Suits will be 
even more acceptable than ever under win- 
ter coats. Long jackets stress the lower 
hip and lower waist. In costume suit types 
with full length coats there’s real news in 
material combinations, such as crepe prints 
with woolens, a trend that’s significant all 
along the line from yard goods two-pattern 
twins, a plaid with a stripe, for instance, 
to similar combinations in ready-to-wear. 

Dress coats promise little change of sil- 
houette, with preference in fitted line, more 
news in fabrics. But the fur-trimmed spring 
coat will be given the grand send off, and 
early. In sports coats there’s a bit of news 
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in the coat with tailored back and softness 
in front. 

For mid-winter evening wear play up 
Staccato” colors, plain first and in tropic 
Remember that color can be 
fashions. 

next 


prints second. 
sood business, in day and night 
\nd remember we have a date 
month, same time, same place. 


DISPLAY STUDIO PROBLEMS 
XXVIII. IT PAYS TO BE SYSTEMATIC 
[Continued from page 29] 
shop with every kind of power tool needed. 
Recently we made more than 100 portable 
booths for rental purposes — with hinged 
tables (for compact storage), and four posts 
with pipes for the drapes of heavy 54-inch 
velour. All these booths, just a few days 
ago, were set up with signs and spotlights 
for a convention under the most trying cir- 
cumstances imaginable. Convention officials 
—who had felt it was impossible in the time 
allotted—expressed their delight and amaze- 
ment. Then these drapes, signs, 
tables, and all equipment had to be disman- 
tled and brought back to our plant inside of 
five hours. It was done because of system 

in handling. 

Our organization has grown considerably 
during the past two years and when a new 
man (who has been especially selected to fit 
into our force) is employed he is taught first 
of all to be orderly; in fact, he has all the 
other requisites before he is hired. The 
head of each of the four departments is one 
whose judgment is relied upon and he is 
allowed a free hand. 

The organization is small and is more like 
a family than the personnel of a commercial 
institution. There are no private offices 
and any employee can see the owner on any 
problem. Furthermore, if a worker has an 
idea for a better way to do something, the 
suggestion is welcomed and, if found prac- 
ticable, it is adopted. 

As care‘is taken in the 
ployees, once a man becomes a member of 
the organization, he feels that he can plan 
for the future with a real measure of secur- 
ity. In other words, the basis of such suc- 
cess as the company has attained has been 
built on a personal interest of the company 
in the worker and a personal pride and 
interest in return on the part of the em- 
ployee. 

But back to the subject we started out to 





booths, 


selection of em- 


discuss: as a final argument for orderliness, 
wouldn’t a fellow feel bad if he had dis- 
appointed a customer on an order for a 


Christmas wreath or bell spray—shown in 
his catalogue—only to dig out two or three 
of the same numbers in January while tak- 
ing inventory? 

Yes, and 
pay in many ways. 


neatness systematic operation 


Census Releases Figures 
On Display Lighting Equipment 
Window, show case, and display lighting 
equipment manufactured last year was 
valued at $1,558,238, according to figures 
‘ompiled by the Bureau of the Census. This 
information is contained in a_ preliminary 
report of the 1939 Census of Manufacturers 
entitled “Lighting Fixtures.” 
Production of Window, show 
lisplay lighting equipment in 1937, the 





and 
year 


case, 
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the next preceding Census ot 
The 


gain of 


covered by 
Manufactures, was valued at $1,171,591. 
1939 total therefore represents a 
$386,647 over the 1937 figure. 

Included in the category of window, show 
case, and display lighting equipment in the 
report are the following items: Interior 
floodlights without reflectors, value of pro- 
duction in 1939, $222,222; in 1937, $122,031. 
Interior floodlights with reflectors, in 1939, 
$206,618; in 1937, $77,409. Show-window re- 
flectors, glass, in 1939, $488,193; in 1937, 
$481,840. Show-window reflectors, metal, in 
1939, $552,391; in 1937, $423,455. Interior 
directional signs, in 1939, $88,814; in 1937, 
$66,850. 

The report as a whole covers activities of 
568 manufacturers of lighting fixtures for 
1939 and 466 manufacturers in 1937. They 
reported a substantial increase in production, 
but slight employment and 
wages for 1939 as compared with 1937. This 


decreases in 


industry, as constituted for census purposes, 
embraces establishments engaged primarily 
in manufacturing, or in assembling trom 
purchased parts, fixtures for residential, 
commercial, and industrial lighting includ- 
ing all types of lamps, shades, reflectors, et 
cetera. It the 
manufacture of generating apparatus or in- 
candescent lamps. 


does not, however, cover 


Bulkley, Dunton Catalogue 
Ready For Release 
Bulkley, Dunton & Co. 
1941 spring and summer catalogue which is 
just off the press. 


announces a new 
New processes have been 
used to obtain realism to an unusual degree 
in the firm's In- 
cluded are an attractive bamboo design paper 
and one called “Tropical Island,” a colorful 
and authentic surf and beach setting. Copies 
of the 20-page catalogue will be mailed in 
answer to requests addressed to the firm at 
217 West Ontario street, Chicago, or 295 
Madison avenue, New York City. 


line of display papers. 


Margaret Schuller Wins 
Community Chest Contest 
Margaret Schuller, graduate ot 
Institute, New York City, won a first prize 
cup in the city-wide window display contest 


Display 


to publicize the Community Chest campaign 
of Newark, N. J. Miss Schuller’s window, 
created for Huyler’s, Inc., where she serves 
promotion display 
ranked highest in the professional class. 


as sales and manager, 








COMING UP! 

New Year’s Day—January 1. 

National Thrift Week—Date to be 
established. 

Lee’s  Birthday— (Holiday in 
South)—January 19. 

President’s Birthday Ball—January 
30. 

Groundhog Day—February 2. 

National Boy Scout Week—Date to 
be established. 

Lincoln’s Birthday—February 12. 

St. Valentine’s Day—February 14. 

Washington’s Birthday — February 
22. 

National Sew And Save Week — 
February 22-March 1. 


the 
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Sensationally New! 
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(PATENTED) 
THE Bending MIRROR 
FOR ULTRA MODERN DISPLAYS 
















































In Crystal Clear and Colors 







Obtain beautiful effects for store and window 
displays, booths and interiors. Miroflex lends 
itself ideally both to concave and flat surfaces. 
Will stand without support (see illustration). 







Made of a large number of small mirrors, durably mounted 







on flexible cork composition backing. COLORS: Crystal 
clear, gold, blue, green and mottled effects. Get our prices 
on MASTIC CEMENT for mounting. WRITE, on your 





letterhead, FOR MIROFLEX SAMPLES and prices. 


Exclusive Distributor 


HUDSON SPECIALTY COMPANY 


467 Eleventh Ave. New York, N. Y. 





























FOR MORE 
PROFITABLE DISPLAYS IN 










































the only practical tool for speedy 
and economical cutout work. 


Write for Catalog and details 
of Easy Payment Plan 


INTERNATIONAL REGISTER CO. 


13 S. Throop St. Chicago, III. 
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Sell With MOTION 





If you want to sell displays . .. animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains... 
that assures larger audiences, better spots and 
longer showings. 

Speed Way is Animation Headquarters 

For the manufacturers of displays, SpeedWay 

provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical Service to display men. 
SpeedWay animation experts work out the 
most practical way to obtain specific mo- 

\ tions, speeds, synchronization, packaging, 
PS etc. 
A Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 











1839 S. 52nd Ave. 
Cicero, Ill. 





The NEW Scientifically Designed 


TRANSPARENT PLASTIC 
TEE TOP 


In all colors of the RAINBOW 


Displays merchandise 
attractively. Shoulder 
shape — made to con- 
form with slope of the 
garment. With incor- 
porated notch for lin- 
gerie, slips and eve- 
ning gowns. 
A profitable jobbing 
item. 





JOBBERS WANTED 














THE HENRY HANGER CO. 
OF AMERICA, INC. 
450 7th Ave. New York City 

















Season's Orectings 


to my many friends in the dis 
miay field Yours for Service 
Sincerely, Edwin E. Goodman. 


GOODMAN FLEXIBLE 
SLEEVE FORM CO. 


Rotary Display Division 


19 W. Mth St., New York, N. Y. 
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SpeedWay Mig. Co. | 
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A **fnow Machine’? 
That Really Works 











30° WHEEL 
GEAREP TO 
MOTOR 
SPEED 





METAL | 
STRIPS: 























SLOT CUT IN 


CEILING {' LONG 


YW ISTRIP SLIGHTLY 


OFF CENTER 


Y2 HORSE POWER 


WINDOW CEILING 


STEEL SPRING ON EACH 
END FOR SLACK 


















- 
lOFT. CONTAINER 
FILLED WITH SNOW 


SLOT CUT IN BOTTOM 
ALLOWING SNOW TO 


FILTER THRU... 


Carl T. Hamm, display director for 
Leakas Furriers, Inc., Dayton, Ohio, has the 
following to say about this ingenious “snow” 
machine which he has been using effectively 
in displays: 

“In compliance with your request, I am 
furnishing a sketch in pen and ink with 
complete details on the snow machine. As 
fool-proof snow device 
which I have seen, I am glad to pass the 
sketch along in hope that it may be of use 
to someone else in the display field. The 
beauty of this machine is that it works 
sifting snow as it actually falls 


this is the only 


smoothly, 
in natural circumstances. 

“T dropped an 18-inch apron or valance 
of wall board from the ceiling in 
the machine in order to conceal its opera- 


tion and hence give the scene more realism. 
The details of the device are made clear by 
It consists of a suitable flat con- 
filled with 


the sketch. 
tainer some 10 feet in length, 


front of 


bleached cornflakes, this being slotted to 
permit the passage of the flakes. The con 
tainer is connected by metal strips to a 30 
inch wheel which is driven by a ™% horse 
power motor. The slack at each end of th: 
container is supported by steel springs as 
shown. The revolution of the wheel imparts 
a back-and-forth motion to the containet 
which sends the snow through the slots a 
few flakes at a time. The resulting “snow 
fall” is indeed realistic, and our displays 
using this machine have literally stopped 
thousands of shoppers. 

“One of these displays is shown in_ the 
photograph. The background was a blow-up 
in full color. The tree trunk was painted 
white, and orange and white frosted leaves 
were set into the scene in relief. Note that 
the apren completely conceals any part o! 
the snow machine, which was in continuous 
operation during the time the display was 
cn view.” 
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Color Coordination Committee 
Releases Spring Card 


The Color Coordination Committee of the 
National Retail Dry Goods Association has 
issued an early spring color card, featuring 
“town casual’ colors for coats, millinery, 
shoes and accessories, and showing also the 
basic colors for spring ensembles. 

Basic “between seasons” for town 
casual coats—with light-looking furs or 
without furs; in plain-color fabrics or plaids 
or tweeds—show the beige-to-brown family 
leading on the new color card. Of the ten 
colors shown, four are in this family: an 
oatmeal, a beige, a camel tone, and a leather 
tan. Blues, represented by three shades 
from light to navy, rank second. Other 
colors are gold, green, and red. 

Town casual colors for millinery on the 
N. R. D. G. A. card show brown and 
beige again at the top, followed by light and 
navy blue, a golden khaki, turquoise, and 
red. 

For shoes, handbags, and gloves, the colors 
swatched are “Golden Saddle,” ‘Tanbark,” 
and “Airway Blue.” Others mentioned for 
town casual wear are “Turitan,” 
Brown” and “Bluejacket.” 

In a group of eleven colors for spring cos- 
tumes, the N. R. D. G. A. card features blue. 


colors 


“Conga 
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Four shades are shown—dark and light 
navy, a field blue, and an aqua. Beige, string, 
camel, gray, green, gold, and red complete 


the costume picture. 





Select Hotel Sherman 
For |. A. D. M. Convention 
John L. King, managing director, Inter- 
national Association of Display Men, has 
announced the selection of the Hotel Sher- 
man as the for the 1941 convention of 
the organization. The dates 
event are June 24-27, inclusive. 
venient location of the Sherman 
facilities for big conventions governed the 


site 
for the annual 
The 


and its 


con- 


choice of hotels. 

Members of the Chicago 
Promotion Club will play host to the dele- 
gates and plans for the convention are 
already getting under way under the direc- 
tion of George Hermanson, president of the 
director has 


Display Sales 


group. As no convention 
been named. 

King and Joe McCann, S. Kann’s Sons, 
Washington, and president of the I. A. D. M., 
spent December 8 and 9 in Chicago con 
ferring with hotel officials and local display- 
men, attending the Chicago club's 
Christmas party. Their return to Washing- 
ton was made via Cincinnati and Pittsburgh. 


Yet, 


also 





CAST YOUR 


Los Angeles Report—By Herb Cross 
Chicago Report—By Kendall Hull 
Point-of-Sale Gallery 

Display Studio Problems 

Here and There 


I. A. D. M. News—By John L. King 


Cartoons—By Walt Wetterberg 
Questions and Answers 
Reminiscing 

Display Merchandising—By De Sault 
Think This Over 
Seasonable Ideas 


The Fashion-Vane 





BALLOT 
DISPLAY WORLD is your magazine; every issue is carefully planned to 
interest and benefit as many as possible of its readers. 
your preferences. What articles and features do you like best, or least?) What 
are your suggestions for different features you would like to see’ Check your 
favorites on the list below and mail to DISPLAY WORLD, Cincinnati. 


New York City Report—By Virginia Roehl 


The Display Parade—By Tony Brinker 


By Frank G. Bingham 
By Everett Scrogin 
By Francine Post 


COMMENTS OR SUGGESTIONS 


HERE! 


But we'd like to know 





4] 


Spas F 
Greetings 


MAHARAM SA- 

LUTES THOU- 

SANDS OF FRIENDS 

IN. THE DISPLAY 

FIELD WITH A 

MESSAGE OF SIN- 

CERE THANKS FOR 

MAKING 1940 THE 

MOST SUCCESS- 

FUL YEAR IN 

MAHARAM HIS- 

TORY. WE HOPE 

° THAT WE SHALL 
MAHARAM CONTINUE TO 
CAN FILL MERIT YOUR CON- 
EVERY FIDENCE IN THE 


DISPLAY 
NEED YEARS TO COME. 


FABRIC Ml. 
Complete Line of Display Fabrics & Accessories 


NEW YORK—130 WEST 46th STREET 


Chicago 
6 FE. Lake St. 


San Francisco 
830 Market St. 


WINDOW DISPLAYS 
THAT SELL! 


St. Louis Los Angeles 
915 Olive St. 819 Santee St. 





Paasche Type 
F935 Unit. 


With this latest Paasche Portable Airdisplay- 
man’s Unit, you can provide beautiful eye-grab- 
bing window effects—make wider use of color 
—give added power, punch and quality to 
window messages.—Create those new, modern 
windows that get attention. 


Unit plugs in any light socket—Use it right in your 
window. Endorsed by all leading designers. 


See your dealer or send direct for new bulletin 
P10-40—it's FREE 
Pkwy., 


Qasehs Kerbuush bo. vex 


In Canada, The Hughes Owens Co. Ltd., Montreal 
The Art Metropole Co. Ltd., Toronto 


1911 Diversey 








USE THE 
OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


$2.00 Per Column Inch 
CASH WITH ORDER 























File Your Copies with this 


BINDER 


A CLICK AND MAGAZINES 
ARE BOUND 





Sie OUR many thousands of sub- 
scribers who have wished for an 
inexpensive way of binding and pre- 
serving their copies of DISPLAY 
WORLD we offer the new and 
beautiful PERMO BINDER to fill this 
very definite need. The binder is 
simple to use. No punching or mar- 
ring of magazines necessary. A click 
and the magazine is in... and with 
a patented construction any issue 
can be quickly and easily removed 
without disturbing the other maga- 
zines in the binder. One binder 
holds 12 issues. 


In addition to their practical use, 
PERMO BINDERS are so handsome 
in appearance that they turn your 
magazines into de luxe library edi- 
tions of beautifully bound books. In 
your bookcase or on the library 
table, whether in the home or office, 
PERMO-BOUND magazines are fit- 
ting companions for your rarest edi- 
tions. 

* 


Send check for $1.50 for each 
binder desired, $1.75 foreign. 


DISPLAY WORLD 


Cincinnati, Ohio 
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Congratulations to Artistic Foundations, 
Inc., New York City, for its recently well- 
conducted window display contest. The 
country was divided in sections, using the 
Federal Reserve districts as a basis. Each 
district's winners were awarded first, sec- 
ond, and third prizes. Most important was 
the rule that the display manager received 
the prize personally. When the contest was 
judged, a letter went to winning store an- 
nouncing the results and asking the store 
to mail them the name of the display man- 
ager, so they could award the prize per- 
sonally to him. This is the right way, and 
here’s hoping Flexee’s are long remembered 
for their thoughtfulness by a flood of good 
displays throughout 1941. Congratulations to 
Bernard B. Schnitzer, who so ably con- 
ducted this contest and stuck to the rules. 
May others follow this example in 1941 by 
first announcing the winners to the firms and 


"The DISPLAY PARADE 


Think this over... 


By FRANK G. BINGHAM 


then sending the checks personally to tl 
display managers. 





I promised in last month’s column that 
would discuss the two proposals made b 
the National Retail Dry Goods Associatio 
to the International Association of Displa 
Men. This, I am sorry to say, I can not d 
because the details have not been release 
for publication. I will say this, howeve: 
and let the matter drop: Three days afte 
my column went to press last month a cop 
of the letter sent to the board of director 
was mailed to the membership. No on 
reading the contents of this letter coul 
honestly give an intelligent answer becaus: 
the letter was incomplete. It mentioned onl: 
one proposal briefly and passed over th 
other. In my opinion, the board of director 
should seek full information before they 
blindly okay such serious decisions. They 


—by Tony Brinker 








NOTHER HOBBY... COLLECTING MUSIC 
BOXES OF VARIOUS KINDS... 
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. TPLAYING GOLF IS ONE OF HIS FAVORITE 
WOBBIES ... IN HIS PRESENT POSITION 
HE HAS CHARGE OF WE ENTIRE DISPLAY 
DEPARTMENT MADE UP OF 180 MEN 
AND WOMEN... THIS DEPARTMENT PLANS, 
PRODUCES, DISTRIBUTES AND SUPER- 
VISES DISPLAYS AXD DISPLAY MATERIAL 
FOR ALL OF WARDS 650 STORES 







; : ane , 
RN AND RAISED IN EUREKA, WwL.— 


WELL KNOWN AS A SPEAKER BEFORE 
MANY TYPES OF ORGANIZATIONS... 


+ 








NATIONAL RETAIL DISPLAY MGR. 
MONTGOMERY WARD §CO. 
CHICAGO, ILL. 


VERY ACTIVE IN 1.A.D.NM.WORK AND 
ALSO TAKES PART IN CHICAGO 
DISPLAY ACTIVITIES 
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should at least find out if some compromise 
wasn't possible and insist on a full report on 
which to make an intelligent decision. 

in a column called “Seeing Things” in 
Women’s Wear Daily, a clever hosiery idea 
for display was found between the lines. 
| quote: “For years I have been carrying 
an extra pair of hose in an envelope in my 
handbag and I wouldn’t think of leaving 
home without it any more than I would 
leave without my vanity case, lipstick, or 
handkerchief.” From this sentence we cre- 
ated a small counter display using an open 
handbag with vanity case, lipstick, hand- 
kerchief, and a pair of spare hose wrapped 
in cellophane. Alongside of the handbag we 
had a miniature automobile tire (the kind 
oiten used on ash trays) with a pair of hose 
displayed through it. The catch-phrase on 
a small card was simply this: “When that 
familiar twitch announces a runner—be pre- 
pared —carry a ‘spare.’ No-Mend_ three 
thread—$1.15.” 


\t this time of the year, when our heaviest 
work is behind us and our stores are more 
crowded than at any other time of the year, 
we began to feel an uplifting of our spirits 
and become more cheerful. We seem to have 
the faculty, despite a seasonal tired feeling, 
to overlook differences, to forget our petty 
problems, and to gaze down the aisles with 
more compassion on mankind in general— 
and that mankind runs the gauntlet in a re- 
tail store from the president down to the 
customer who is “just looking.” 

This than ever, Christmas 
should be especially significant to American 
displaymen. Looking to any point of the 
compass find our situation blessed by 
The windows we installed are 
left in and aiter we finish our daily task 
we can go home and sleep in security and 
comfort. Our unfortunate fellow-displaymen 
across the seas have their windows blasted 
by bombs, and catching a bit of sleep in a 
damp, over-crowded underground shelter is 
the best they can hope for at the present 
time. Now as watch the crowds mill 
through our stores with happy, smiling faces, 
arms filled with packages to be given to 
make others happier, we discover many things 
to be really grateful for—things worthy of 
our deepest appreciation. As we get bumped 
around trying to get another doll+out of the 
toy window there comes a realization that 
we here in America are most fortunate. Our 
blessings did not come merely as a matter 
of time—they are with us today because of 
our belief in freedom, our love of tolerance, 
our generosity for others, our right-thinking 
and high virtues. These are the things we 
most cherish and are thankful for during 
the last month of the year. 


year, more 


we 
comparison. 


we 


Nineteen forty-one presents an opportun- 
ity for us to extend this fine, noble spirit 
beyond the date of December 25. It gives 
us, as displaymen who help create this spirit 
in our stores in December, a chance to carry 
it on. In many parts of the world this 
chance is but a dimmed memory, but here 
in America we still have this opportunity. 
As the holy season draws near let's say 
with full sincerity: “God Bless America— 
an’ a Merry Christmas to you all.” 








DISPLAY WORLD 


Tropical Shades Predicted 
For Spring Hosiery 

Spirited tropical shades with a warm, rich 
glow figure prominently among the nine 
colors presented in the confidential advance 
hosiery card for spring, 1941, just issued by 
The Textile Color Card 
members. 


Association to its 
These light, cheerful tones, it was 
explained by Margaret Hayden Rorke, man- 
aging director, are smart, new interpreta- 
tions of the sun influence in hosiery, as ex- 
pressed in flattering blush and nude versions, 
sparkling golden tans and dashing burnished 
or bronzed types, all in close accord with 
important color movements in spring cos- 
tumes and accessories. 

The radiant “Riosun,” for example, is an 
exciting sunburnt hue ot high fashion inter- 
est, because of its very new orangy tint that 
blends with the smart tangerine, burnt 
orange and capucine tones, as well as orangy 
clay shades in costumes. Wide fashion ac- 
ceptance is also anticipated for “Florisun,” 
a light warm that harmonizes with 
the amber and golden earth range in 
tumes, as well as with the new creamy off- 
whites, aqua, turquoise and other greenish 
blues, pastels and pure white. Both “Flori- 
sun” and accents to 
lively russet leather shades as well as white 
and bright hues in sports or play shoes. 

Extremely new in style appeal is the bur- 
nished “Hula Bronze,” complementing cos- 
tumes in warm desert tans and brown honey 
or coppery Indian browns, vibrant yellowish 
and gay sports hues. It is like- 
suggested as a dramatic contrast to 
white and off-whites. Also expected to rate 
high in fashion favor are “Tropic Nude” 
and “Aloha Blush,” both of rosy undertone. 
They go smartly with browns and 
blush beiges, blues, violet and rosy 
tones, pastels and white and are very effec- 
tive with the Colony brown, Toffee tan, and 
Airway blue leather shades. Much empha- 
sis is placed on “Calitan,” a light golden 
that blends particularly well with 
honey, amber and warm tans and is also 
with 


shade 


cCOos- 


“Riosun” are smart 


greens 
Ww ise 


cocoa 


new 


shade 


smart navy and lively medium blues. 

In the neutral hosiery range are “Bali 
Beige,” a light blonde tone, and “Carib 
Beige,” a subdued medium shade. These 


discreet versions are especially 
with the 
and also blend well with natural or sandy 
and hazy National 
Park The misty “Skydusk” is a 
subtle tone harmonizing with dusty 
pinks, blues, violets and other muted shades. 


appropriate 


new military and maritime blues 


shades, grays, taupes 
colors. 


rosy 


Irving Sherman Joins 
Staples-Smith 

Staples-Smith Studios has taken new and 
larger quarters at 831 Third avenue, New 
York City. The firm members include 
Cecilia Staples, Ira Smith, and a new part- 
ner, Irving Sherman, a specialist in commer- 
cial art and display. 


Klarion Company 


Is Formed 
Klarion Merchandising Corporation has 
been opened at 17 West 45th street, New 


York City, with 
general manager. 


John L. Williams as 
The company is national 
electric turn- 


distributor for the “RotoSho” 
table. 
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IT'S ABOUT DISPLAY 
YOU'LL FIND IT IN OUR 


NEW CATALOG NO. 61. 











BIRDS 


AND 


ANIMALS 


USED FOR 


Window Display 


Build sales because they 


Attract Attention 


Write for our descrip- 
tive folder giving rental 
prices by week and 
month, 

Also Glass Eyes for 
Manikins, Animals and 
Birds. 


Schoepfer 
Taxidermy Studio 


1200 Broadway at 29th 
New York City 
Murray Hill 4-2050 











AETNA PLYWOOD 
BUILDS BETTER DISPLAYS 


Panels of plywood will bend without crack- 
ing, and they can be painted, stained, or 
lacquered to produce appealing and modern 
displays. Aetna’s fir, pine. gum, oak, ma- 
hogany, and walnut panels hold nails and 
screws at the edges without splitting, and 
fancy or figured woods make displays that 
click. Send for our free catalogue—you'll 
like our extra-fast service! 


AETNA PLYWOOD AND VENEER 


1729 Elston Avenue Chicago, Illinois 
Phone Armitage 7100 














ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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Er 
ANIMATION UNITS 

a SELDOM NEED ATTENTION 

THE CAMEL'S HUMP is a reservoir 


which permits him to go for days with- 
out food or water. And the sealed gear 


for months, or often years, without oil. 


GEARED MOTORS for all displays 


REVOLVING MECHANISMS for 
30 to 1000 Ib. turntable displays 


MERKLE-KORFF GEAR CO. 


211 N. Morgan St., Chicago, U. S.A. 








ART SNOW 


A pure corn product. Manufactured espe- 
cially for display purposes—soft, light, fluffy 
—also used in Hollywood studios. 


Non - perishable, non - inflammable, inexpen- 
sive. 


Write the manufacturers for 
samples and prices. 


MILLER CEREAL MILLS 


Dept. S, Omaha, Neb. 











DISPLAY WORLD 


Introducing: 
Walt Wetterberg 

DISPLAY WORLD has had so many 
people ask, “Who is this Walt Wetterberg 
who draws those clever cartoons?” that we 
decided to ask him for the details. The photo- 





—Walt Wetterberg— 


graph proves that he doesn't resemble “Elmer” 
or any of his other displaymen characters, 
and as for the personal data: 

“It’s flattering to know that anyone has 
wondered about the father of these brain 
children, but there isn’t much to say about me 

. | haven't been involved in anything very 
exciting or interesting. I’m thirty, thinnish, 


BAMBOO and single. I drink a little, smoke a lot, and 
e@ @ 


Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 


Immediate delivery from the largest stock in the 
U.S. All sizes from % inch to 7 inches in diameter 


Write for samples of Fabricated Bamboo and Bam 


hoo Screening. COMPLETE LINE OF NOVELTIES. 


PACIFIC BAMBOO PRODUCTS, INC. 
6701-15 Eleventh Ave. Los Angeles, Calif. 








CREATORS — DESIGNERS 
MANUFACTURERS 


Animated Advertising Displays 
for Counters, Windows, etc. 


Specialists in Depicting Waterfalls, Fire, 
Steam, Pouring Actions, Traveling Letters, 
etc., in Illuminated, Motorless Motion, by 
means of Heat-driven Revolving Cylinders. 


Seen-In-Action Display Co., Inc. 


261 Fifth Avenue New York, N. Y. 
Murray Hill 5-3586-7 


SHOW CASES 


FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


Detroit Show Case Co., Detroit, Mich. 
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sometimes break crackers in my soup. t- 
tended the University of Montana but didn't 
graduate and after a short session in a s1:\]] 
Western art school I sat down in a swe! 
chair, put my feet up on a borrowed (sk 
and had a gorgeous dream of becoming 
illustrator of the $100,000 a year class. I \. 4s 
sidetracked from this goal in 1933 wher 
exasperated art editor gave me a check 
$7.50 in exchange for a promise not to seid 
him any more drawings. Began free-lan 
gag cartoons to magazines in 1934, becane 
interested in display in 1936 and now. spend 
my time cartooning, flirting with mannequi:s, 
and dodging creditors. | shook hands 
Max Baer about a year ago but soon learned 
to draw with my left hand.” 

Just for the record, Wetterberg is with 
Cole’s, Brookings, S. D. 


Chicago Club Stages 
Christmas Party 

Members, wives, sweethearts, and friends 
of the Display Sales Promotion Club of 
Chicago held a gala Christmas party Mon- 
day evening, December 9, at the Columbia 
Yacht club. Following dinner, those present 
enjoyed Keno, community singing, and 
other entertainment including the distribu- 
tion of gifts by Santa Claus. The committee 
in charge was composed of William Cahill, 
Carl Haecker, D. La Sage, George Herman 
son, and L. J. Dwiggins. 




















—''Oh, that's our display manager; he's been working so many nights lately he figures it's 
simpler to live at the store!'"— 
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\ novel solution of administrative prob- 
lems encountered in small department stores 
and retail establishments of many other 
types has been evolved by Ned’s Auto Supply 
Company in a new unit at Mt. Clemens, 
Mich. This organization, which operates 
seven “department stores for motorists” 
throughout the Detroit area, has captured 
the secret of one-man supervision in a mod 
ern structure where selling is on four differ- 
ent levels. 

The Austin Company, designers and build 
ers of large industrial plants for some of 
the country’s leading manufacturers, han- 
dled the project which represents an = in- 
vestment of more than $200,000. Behind the 
structure’s streamlined facade where lime- 
stone, buff face brick and glass have been 
combined in an interesting panorama of 
curves and angles, 120,000 square feet of 
floor space has been provided. This includes 
the four-level “department store’ section, 
54 by 92 feet, a spacious automotive service 
department, 50 by 120 feet, and an adjacent 
store, 67 by 154 feet, which is occupied by 
a super-market. 

Venturing for the first time outside the 
Detroit metropolitan area, Charles H. Gers 
henson, president of Ned’s, and his brothers, 
recognized both special opportunities and a 
definite challenge. Without the direct com 
petition of large metropolitan stores, they 
could broaden the range of their merchan 
dise in an effort to attract a larger percent 
age of the public. At the same time the 
lower density of population limited their 
potential, so that they had to be able to do 
business with a skeleton force when the traf- 
fic was light. 

They found a solution by departmentaliz 
ing the selling area on four levels. The main 
or street floor handles the items in greatest 
demand at any particular time. All house 
hold equipment items, such as refrigerators, 
ranges, ironers, washing machines, radios, 





New °*Department Store’? 
Has &ovel Features 
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miscellaneous sporting goods and_ certain 
off-season goods, are located on the oval 
baleony at what would be a second story 
level and this overlooks the entire main 
floor. Tires and tubes, batteries, and simi- 
lar accessories are all handled in a special 
mezzanine department which is skirted by 
the balcony in a way which leaves a lofty 
end wall available for tire displays. Base- 
ment departments are located directly be 
neath the mezzanine, ten steps down from 
the street level, and handle hardware, paints, 
garden supplies and toys, except during the 
special season for such items. 

The one double stairway serving all fou 
levels, directly opposite the street entrance 
and adjacent to the door leading to the 
service department, provides a perfect con- 
trol point from which one man can observe 
the entire store, which has a total store 
sales torce of eight. 

The store is lighted by fluorescent ceiling 
units, which are arranged in a= series of 
rectangles, one outside another, and with 
skylights in the center. The skylights are 
also equipped with fluorescent tubes for eve- 
upport 


5 feet 


ning illumination. Columns which s 
the balcony and roof are spaced 3 
apart, and are capped by simple modern cap 
itals. The rich brown walnut of the bal 
cony where polished wood handrails are 
supported by aluminum uprights, and the 
warm gray veneer employed in store fixtures, 
provide effective contrast with the ivory 
walls and columns. 

Plywood stock tables used throughout the 
main floor, basement and mezzanine were 
specially designed with generous storage 
space so that stock handling is held to a 
minimum, many items going directly into 
the tables immediately upon delivery. Three 
stock rooms are conveniently located in the 
basement and main levels so that stock can 
be placed there direct from the receiving 
platform. 
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EXPERIMENTAL WINDOW AT OUR 
STORE LIGHTING LABORATORY 


Outfitted with a complete battery of 
fresnelites, beam projectors, strip lights 
and special effects. 

NOTE the adjustable shutters at the top 
and sides which regulate the opening. 
NOTE the finger movement control 
boards on each side which enable you 
to test lighting ideas for the most 
effective results. 















Display men are cordially invited to 
visit the Lab and to use its many 
facilities at no charge. 


CENTURY LIGHTING, INC, 


419 W. 55th St., New York City 




















































BERG CULVER 
(E. J. "JIM") (IRWIN G.) 
AND THE BOYS 
FRANCIS J. BAKER 
JOHN L. CHRISTIE 
E. J. ESSIG 
C. B. SMITH 
MEL. WALLACK 


DURABLE DISPLAYS, Inc. 


CHICAGO NEW YORK 
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OPPORI UNI i] y EXCHAN GE Representatives Wanted 
a A new sensational “ROTO-AD,” a _ motor! 
multi-color motion window and counter disp] 
Retails for $1.50. Special advertising messag 
suitable to advertise any product. Cost 
TERRITORIES OPEN operation, 1 cent for 12 hours. It is fool-pr« 
W A N T E D nothing to go out of order, several mode 
i ° ° : Exceptionally low prices in quantities. M 
; l R . Side Line for Side Money have a following; state experience, past « 
; Sa es epresentatives ployment and territory covered. 
Third Dimension Forms, Shapes, Figures in 
anc processed fiber pulp; machine moulded; low- T3 9 
priced forms, low-price moulds. Non-breakable, Address ROTO-AD 
’ light weight, quick production. Standard sea- 
Manufacturer s Agents sonal displays and contract to special designs. Care DISPLAY WORLD 
Need live wires to call on chain stores and na- 175 Fifth Avenue New York Ci 


to handle tional advertisers for window displays, ete. 
Correspondence invited for current and 1941 
season. Mention territory covered, etc. Replies 


Complete Territories confidential. 


i Address “U. P. P.”’ 
DISPLAYS Care DISPLAY WORLD 














and = 
PROMOTIONS MANNEQUINS 
for By Chellini 
RETAIL STORES a life American mannequins at 
By Old Established Manufacturer 
with New Processes Jobbers Wanted 
- in All Territories 
Write “BOX C. O.,” care DISPLAY - artis ee = 
WORLD, immediately, giving complete ek hada Seas disease litt 
and specific details. Excellent oppor- ie ‘ 
tunity for right man, who can think and Chellini Mannequin Co. 
work creatively and industriously. 119 Chrystie St. New York City 


Several Good Salesmen Wanted 











HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at great 
reduced prices. New, up-to-date, authoritatiy 
clear and comprehensive. Every detail 
the work fully illustrated and explained by 
former instructor at The “Chicago Displ: 
School.”” Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 








ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. ommon school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266C Chicago 











FOR SALE CHEAP! 


Christmas panorama “A Trip Through 
Clouds” in Santa's dirigible; simulated 
flight to foreign lands; large dirigibles 
complete with motors; original cost to Has several patents applicable to gen- 
build, $3,500; fine Toyland attraction; eral merchandising displays, desires af- 
charges 25c admission, which includes = 
giit. If interested, see it now in opera- 


Responsible Mechanical 
Display Designer 


filiation with a reliable organization in 
this field. 








POSITION WANTED 


Displayman, now employed by large department 
store, desires change. Exp. in men’s, women’s 
wear, home furnishings and specialty windows 
fashion shows and interior display. Interested i 
background design and lighting. References Bes 
nished. Moderate salary. Will go anywhere 


Address “C. C.,” care DISPLAY WORLD 








INVENTOR just granted patent (220049) “Ad 
vertising Method and Magnet Motivated Object,” 
Oct. 29. desires to license reputable manufactur 
ers. Device consists of ice skaters, ballet danc 
ers, etc. executing intricate and varied figures 
without apparent means of propulsion. Simple, 
cheap to make. Reply “BOX INVENTOR,” 
care DISPLAY WORLD. 

















tion. 
R. J. GOERKE CO. A. Steiert 
Elizabeth, N. J. 1842 Lindley Ave. Philadelphia, Pa. 
CREATIVE DISPLAY TRAINING in all COURSES IN WINDOW & STORE DISPLAY 


branches, including Windows, Interiors, Back- 
grounds, Store Fronts, Exhibition Booths, Model 
Building, Showcards; also Retail Sales Promo 
tion and Advertising Layout. Moderate tuition. 


Background Design; Merchandising Ideas; Ex 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 





DISPLAYMAN WANTED 
Must be thoroughly experienced for gen- 
eral department store work. Salary $35 
per week for top man. 
GRABER’S STORES 
Paragould, Arkansas 

















Free Placeme nt Bureau. Request Booklet “DW.” role gs gy od Ril aay ig ones 
DISPLAY INSTITUTE Williams, Director, formerly editor of Merchants 

3 East 44th St., New York | MUrray Hill 2-5567 NGS, Michignn” A gg Rg Dept. DWi2, 

DISPLAY ARTIST (Female) 

Graduate N. Y. School of Display, experienced SALESMEN WANTED 

free lance, unusual creative ability, ambitious, who are now calling on the better depart- 

energetic Anxious to make permanent contact . 

with up-to-minute organization. Will travel ment and chain stores to carry an exclu- 

any where, sive line of display novelties. Address 

Address “ROBERTA,” care DISPLAY WORLD “NOVELTY,” care DISPLAY WORLD 

Room 1101, Flatiron Bldg., 175 Fifth Ave., N. Y. 175 Fifth Ave. New York City 





EXPERIENCED DISPLAY MANAGER 
wants permanent connection with first class de 
partment store, large specialty shop or chain 
Expert in store remodeling, decorating, displays 
and backgrounds for interiors and windows, 
signs and show cards. Write 

L. 0. UNDERWOOD 
317 N. Ellis Street Salisbury, N. C. 














FOR SALE—Sign Projectors, Brischograph 3-10, 


7x7 opening, good condition, $15.00—Clear-Opticon WANTED—FExperienced displayman for 
**200,"" 6x6 opening, only $10.00—Graflex Camera. department store in attractive town Cen- 
postcard size filmpack, shutter perfect at all > : 
speeds .1 to .001 of second, $25.00, first check gets tral Montana. Excellent opportunity, 
it, others returned. Or send for descriptions. permanent connection. Prefer man exp. 
SIGN PUBLISHING CO. in selling men’s furnishings and clothing. 


2325 Cass Ave. St. Louis, Mo. Write “M. P.,” care DISPLAY WORLD. 

















USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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Question : 
ice on the 
glass or 
enough. 
fort, Ky. 

Answer: Use the mirror glass, first giving 
it a coat of cold water paint tinted with 
sufficient blue for an icy sheen. Before it 
is dry, sift talcum powder on the paint and 
stipple the whole thing with cheesecloth. 
Add a light touch of artificial snow. The 
result is very realistic. 


floor of one window. Ordinary 
mirror does not seem realistic 
What would you suggest ?>—Frank- 


Question: I would like to ask you how 
much help is usually required in the display 
and advertising department (combination) 
in an average price department store doing 
around a million dollars annually. Ads are 
run almost every day, with circulars 
put out for special events. The windows 
are changed twice weekly, with 
show cards and price tickets made for win- 
dows and interiors. The store has _ five 
10-by-20-foot display windows.—Lead, S. D. 

Answer: There are so many varying fac- 
tors for different and localities that 
anything like a set answer to this question 
would be impossible. Perhaps comparing 
the situation with another store would help. 
This particular located in the Mid- 
west, about a million volume and a 
comparable amount of advertising to the 
you mention. It has two fairly large 
street, one of them on a 
with considerable traffic; on another 
and more traveled street it has six windows 
approximately 4 feet deep by 12 feet in 
length. This store has an advertising man- 
ager and assistant, and a display manager 
and assistant, thus making four employees 
for the two departments. This is all pretty 
general, but under the circumstances it is 
impossible to be more specific. 


some 


once Or 


stores 


store, 
does 


store 
windows on one 
corner 


Will you please tell us the best 
of removing scratches from the plastic 


Question: 
way 
known as “Plexiglas” ?—Jersey City, N. J. 
effective material for 
scratches on the 


Answer: The most 
the removal of minor 
face of this material is a good automobile 
cleaner such as Simoniz cleaner or Lincoln 
cleaner. This is applied to the plastic with 
a damp, soft cloth such as outing flannel. 
The area to be polished is rubbed vigorously, 
but caution should be taken not to rub too 
long in one place since the friction may gen- 
erate heat sufficient to ridges. The 
area should be rubbed smooth in the 
tion of and at right angles to the scratch. 
Several applications of cleaner may be nec- 
When the removed, 
or considerably improved, the cleaner should 
be removed with a damp, soft cloth, and a 
good automobile wax, such as Simoniz pol- 
ish, should be applied. After the polish has 
been applied evenly it should be permitted 
to dry for a few seconds and then rubbed 
lightly with a soft, dry cloth. 

For deep scratches, the area around the 
scratch should be sanded with grade 9/0- 
320A or sandpaper. The area to be 


sur- 


cause 
direc- 


essary. scratches are 


finer 


We want to simulate a sheet of 


DISPLAY WORLD 


depend on the depth of the 
scratch; the sandpaper scratches must not 
exceed the depth of the original scratch. 
After the imperfections have been substan- 
tially eliminated with the sandpaper, fol- 
low the procedure outlined above for the 
removal of the minor scratches caused by 
sanding. Incidentally, the Rohm & Haas 
Company, manufacturer of “Plexiglas,” 
just instruction sheet covering 
handling, cleaning, and polishing this plas- 
tic. Copies can be obtained by writing the 
firm at 222 West Washington square, Phila- 
delphia, attention Edmund Greene. 


sanded will 


has 
released an 


What is the best way to get a 
heavy white stipple effect on fir 
backgrounds and_ platforms? — 
British Columbia. 

Answer: Size the panel with a 
thin shellac. When dry, apply a prime coat 
of flat white, thinned down with turpentine. 
For the final coat apply a 
paint without thinning. Be 
thoroughly, as this heavy 
settles to the bottom of the 
on with a large wall brush, 
with a painter's stipple 
large sponge in half 
surface. 


Question: 
panel 
Vancouver, 


coat of 


heavy stipple 
sure to stir it 
paint mixture 
can. Spread 
then stipple 
brush—or cut a 
and tap on the wet 


Newspaper Article And Ad 
Tell Of Armstrong's Display 

Readers of a recent 
Rapids, Iowa, Gazette could hardly fail to 
that something unusual had been 
prepared for them by the display department 
of Armstrong’s, of the same city. In the 
first place, a large advertisement by the 
store introduced H. A. Fitzsimmons, display 
director, Francis Richards, Dillon 
and Charles Dorward, chief engineer, 
designers and builders of a giant Christmas 
spectacle entitled “Santa Mother 
Land.” The production was 
produced by the men mentioned, the ad ex- 
plained, and included the Cat and the Fiddle, 
the cow that jumped over the Jack 
and Jill, the Three Humpty-Dumpty, 
and other familiar characters. All were ani- 
mated against a background reminiscent of 
an old-fashioned castle. 

In the same appeared a feature arti- 
Armstrong's display staff, illus- 
trated with photographs of Fitzsimmons 
and the Santa Claus he 
Grover putting eve-shadow on the 


issue of the Cedar 


be aware 


Grover, 
as the 


Claus in 


Goose entire 


moon, 
Bears, 


issue 
cle on well 
created, as well as 
agile cow. 


Swinging Bells Reappear 
At Lord & Taylor 


swinging bells 
which made display history a few years ago 
when they were first used by Dana O'’Clare, 
of Lord & 7 in the New 
York to get the 
public’s using the 
bells for a Lord & 
Taylor took invite pro 
and con comments 


The famous Christmas 


‘avlor, are once more 
In order 


idea of 


store’s windows. 

reaction to the 
third 
newspaper 
from 


consecutive year, 
space to 


their clients. 








“‘“FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


Will A 135 St. 
FLAME-GLO Co. Inc. NEW ronk CITY 














Latest Accessories for 
Cruise and Resort 
Displays 
STAR FISH, natural, 

sorted sizes 
SEA FANS, natural, 


sorted sizes 


GIANT SEA SHELLS, 
pink 


as- 
$7.50 


as- 


$3.50 
$8.50 
$8.50 


sorted sizes 
CORAL, natural, 

2-lb. pieces 
BAMBOO POLES, 


average 


SAND CLOTH, 
36 in. wide 


Attractive prices on all types of grass flooring 
and all other display requirements 


GENERAL DISPLAY CORP. 
140 W. Fourth St., Cincinnati, Ohio 








Send for the 


“In 1891 


yAIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 


THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 














CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSignus @ Backgrounds 
@ Displays e Fixtures 
Send for free Sample and Literature 


Carstenite Sales 74 FO, LAsAtes St. 





GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproof. 

When you visit New York be sure to see our 
New York display. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct . 


Manufactured by FRIEDRICH & DIMMOCK 


Factory: Millville, } 
New York Representative: 7 E. 42nd 'st., New York 





THAYER | & CHANDLER AIRBRUSH 


the partic ular artist 


Send for Catalog §2 


THAYER ¢ CHANDLER 
910 W.VAN BUREN ST._ CHICAGO.ILL 





e@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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Display 
Worid 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 

) Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
[] Sale Banners 

[] Socks—Window 

[] Show Cards 

[] Show Card Colors 

[}] Show Cases 

() Show Case Lighting 
C) Signs—Card Holders 
[) Signs—Brass—Bronze 
() Signs—Electric 

) Sleeve Forms 

(J Stencil Outfits 

() Stock Posters 

[) Store Designing 

() Store Fronts 

{) Tackers 

(} Time Switches 

[) Turntables 

[] Valances 

[) Wall Board 

[) Window Lighting 


J Do you wish a copy of their catalogue? 
] Do you p'an to remodel your store soon? 
Do you plan to build a store soon? 
MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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DECEMBER, 1915 


The annual election of the Display Man- 
agers’ Club, New York City, was held in 
spite of a blizzard which swept the city. 
Charles H. Wendel, Gimbel’s, was named 
president; Jerome A. Koerber, Strawbridge 
& Clothier, Philadelphia, first vice-presi- 
dent; F. G. Schmehl, second vice-president ; 
Harry Bird, Wanamaker’s, secretary; W. F. 
\llert, Macy's, treasurer. Plans were also 
made for a New Year's eve dance. 

The University of Minnesota introduced a 
week's course in “window trimming.” 

A. J. Edgell, president of the International 
\ssociation of Display Men, announced a 
membership drive for which the fees were 
cut to $2 per year. 

Among the display houses advertising in 
current trade magazines were the following, 
many of them no longer in business: Bald- 
win Carrier Company — package carriers; 
French Wax Figure Company; Model Form 
Company; Great Western Fixture Works; 
L. Baumann & Co.—floral decoratives ; 
Polay Fixture Service; Jas. B. Williams 
wax figures; Schack Artificial Flower Com- 
pany; Chicago Display Manager's School; 
The Koester School; Irwin G. Culver Com- 
pan) wax figures; Bodine-Spanjer Com- 
pany—display units; J. R. Palmenberg’s 
Sons—fixtures; J. Hartwig Company—dec- 
oratives; Frank Netschert Company, Inc. 
decoratives; Curtis-Leger Fixture Company. 


DECEMBER, 1930 


The Hotel Bradford, Boston, was se- 
lected as the site for the 1931 convention of 
the International Association of Display 
Men at a meeting between Boston display- 
men and Emile Schmidt, association presi- 
dent, 

Arthur Waldron returned to  Loeser’s, 
Brooklyn. 

J. W. Forbes, formerly connected with 
Montgomery Ward & Co. stores in various 
cities, resigned to become display manager 
for L. Higer & Son, Port Huron, Mich. 

L. C. Leidy, formerly first assistant at the 
Penn Trafhe Company, Johnstown, Pa., was 
made display manager. He succeeded S. S. 
Stevens, deceased. 

The following were display managers for 
their respective stores: Ellsworth Bates, 
Block & Kuhl, Peoria; W. R. Dick, Harry 
Katz, Inc., Oklahoma City; Paul Hamlin, 
\braham’s, Davenport; Carl Shank, Stix, 
Baer & Fuller, St. Louis; Jack Wicks, The 
John Bressmer Company, Springfield, II1.; 
M. F. Hershey, Stewart Dry Goods Com- 
pany, Louisville; J. H. Richter, The Fair 
Store, Chicago; L. L. Wilkins, Kerr Dry 
Goods Company, Oklahoma City. 


New Line Added 
By Goldsmith 

Goldsmith & Son has opened, in addition 
to its metal display factory, a new branch 
for the manufacture of mannequins and a 


line of novelty plastic display fixtures at 
119 Chrystie street, New York City. 


DECEMBER, 194 
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Advance Displays, Inc 37 
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Becker Sign Supply Co 27 
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Oran display manager will find 
this new catalogue most helpful as he 
plans for 1941. Originality is evident 
throughout the 20 colorful pages. 
True to the more-than-a-century-old 
Bulkley-Dunton tradition, new proc- 
esses have been employed to obtain 
realism in a degree never before 
thought possible. This page illus- 
trates 2 numbers especially appro- 
priate for after-Xmas displays. 





TROPICAL ISLAND (No. TS-41) — Tropica 


d will add hia phere ft 


; y 
C. ing-South Pa is We x7 and Luggage Pr 
tions. Green ard B wn predominate against 
nd of Sky Blue with tints of Whit 
Purple in the is and 


Roll Size 84'.."" Wide x 12’ Long 
Price per roll, $9.50 


BAMBOO (No. BB) 
Bamby design will give y 
i Tr pi rl te 


Roll Size 53’ Wide x 20’ Long 
Price per roll, $6.95 


See your local supplier or 


BULKLEY, DUNTON & CO. 


Display Papers Division 


MAIN OFFICE—295 Madison Ave., N. Y.C. CHICAGO OFFICE—217 West Ontario St. 
©@0000000000000000000000008086680 





HELLO... SHERWIN-WILLIAMS GRAPHIC 
ARTS DISTRIBUTOR? RUSH ME OVER SOME 
DECA-SENE PASTE TONER... YEAH, A QUART OF 
ORANGE, AND 2 FOLDS OF DENNISON’S AZURE 
BLUE CREPE AND A GALLON OF S-W OPEX DISPLAY 
LACQUER IN MAGENTA AND A QUART OF 
THEATRICAL POSTER COLOR IN BLACK, WHITE AND 
ORANGE AND SOME FOIL PAPERS IN COPPER, AND 
FIFTY OF THOSE CHRISTMAS PANELS NO. 175M, 
AND A ROLL OF CHESTNUT FENCE, AND A QUART 
OF POSTER PROCESS COLOR, PURPLE AND... 


ONE PHONE CALL FOR ALL 
YOUR DISPLAY NEEDS! 


GET YOUR 
FREE 


\ COPY TODAY 


New color-card on S-W Opex Display Lac- 
quers now ready. Send coupon for your free 
copy. These spraying lacquers, developed for 
permanent or itinerant displays and exhibits, 
produce a rich semi-gloss finish. Twelve 


smart colors. 


 S-veee eaene es - 


FREE 


The SHERWIN-WILLIAMS Co., Graphic Arts Division, 
Cleveland, Ohio. 


Please send free color card describing S-W Opex 
Display Lacquers. 


NAME 
ADDRESS _—__ 
——_—_—_ . SSS eee 


Why prowl all over town... why phone 
all over town... buying one thing here 
and one thing there . . . writing endless 
orders and checking endless invoices? 
Just memorize one phone number— 
that of your S-W dealer or Graphic Arts 
Distributor—and get all your display 
needs from one well-stocked source! 
For Sherwin-Williams dealers and 
Graphic Arts Distributors carry thou- 
sands of display items—which run the 
gamut from Airbrushes to Stapling 


DECA-SENE 
PASTE TONER 
COLORS 





These casein paste colors produce 
brilliant interior window back- 
grounds and displays. Twelve gor- 
geous non-fading colors that spray or 
brush. Dry in one hour; reduce with 
water. One coat covers. Quarts and 
gallons. 


Machines. And what he doesn’t stock 
is quickly available from the five super- 
warehouses strategically located for 
streamlined distribution. 

So get acquainted with your nearest 
Sherwin-Williams dealer or distributor. 
You'll like his trouble-shooting service 
too... he'll send a technical expert who 
knows the answers to almost any dis- 
play problem you'll ever face. The 
Sherwin-Williams Co., Cleveland, Ohio 


and all principal cities. 


“KUV-R-ALL” 
IN 104” 
WIDTH 





Speedy, economical method of cover- 
ing large backgrounds such as walls, 
columns. This tough seamless paper 
comes in ten beautiful pale and deep 
colors. Antique finished surface that 
takes any brushed, screen-processed 
or airbrushed capy. 


e SEND FOR YOUR FREE COPY TODAY! 








